i lice in 
IHWerfand 



Alice had a wonderful time. 

But think how many more wonderful things could have 
happened to her in the age of radio and television. 
In WMBG-WTVR-WCOD land new adventures happen dai 
And these First Stations of Virginia make them happen. 

For instance, WMBG was the first station of Virginia 
to broadcast during the daylight hours. 
First to own recording equipment. 

WTVR (now operating with full power) was the South's 
first television station. 

First in the country to sign for an NBC-TV hookup. 
Yes, Alice had fun. 

But she should have lived in WMBG-WTVR-WCOD land. 




WMBG a* 
WTVR tv 
WCOD ™ 



Havens and Martin Stations, Richmond 20, Va. 
John Blair & Company, National Representatives 
Affiliates of National Broadcasting Company 
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New cigarette 
battle on 



Fibber may 
push new 
product 



Emerson 
will return 
to TV air 



Air to feature 
refrigeration 
price cuts 



You cc 
fight Bei 



Zenith ads 
rousing 
TV set 
manufacturers 



Transcription producers are putting on pressure, with practically 
all companies announcing new series between now and NAB convention. 
Bruce Eells will have 2 new programs, Standard 5 specials, Broad- 
casters' Guild 1, and Frederic Ziv at least 3. Harry Goodman also 
has something new up his sleeve. 

-SR- 

Fight for "long" cigarette market will find R. J. Reynolds (Cava- 
liers) , American Tobacco (Pall Malls and Herbert Tareytons) , P. 
Lorillard (Embassy), Liggett & Myers (Fatimas) , and Brown and Wil- 
liamson (Life) all using selective advertising to push brands. 
-SR- 

Brisk, a new S. C. Johnson product, will find its way to "Fibber 
McGee and Molly" program just as soon as current tests throughout 
country have been completed. It's a variation of Johnson's Drax 
which was tested but not pushed two years ago (SPONSOR, January 
1947) . 

-SR- 

Emerson Radio and Television will not be off television air for 
very long. President Abrams doesn't like sponsoring a program he 
can't control, and "Toast of the Town" was a CBS-Ed Sullivan pack- 
age. 

-SR- 

Refrigerators are moving slowly. Result: General Electric , Frigi- 
daire, Servel, Crosley, and a number of other manufacturers are 
starting to cut price tags. Several firms will use selective adver- 
tising to highlight cuts. Others like GE will use "price" copy on 
their regular network programs. 

-SR- 

Battling Jack Benny hit Horace Heidt's rating so hard that Philip 
Morris decided that cigarette vs. cigarette (Lucky Strike vs. Philip 
Morris) just didn't make any sense. Result: Heidt goes back to his 
old 10:30 p.m. time on Sundays, with NBC replacing him with a give- 
away program. 

-SR- 

Several new "coupon book" broadcast campaigns are in works. Not 
only are some promoters out with books of cut-rate coupons which 
sell at $1.00, but retail groups in number of towns are jointly 
sponsoring books which contain "trial" offers. Air sales of these 
books have run as high as 1,000 a day. 

-SR- 

Zenith's TV set obsolesence ads have so roused manufacturers that 
new association is forming. Zenith's appeal, like all McDonald's 
promotions, focuses buyers' attention on Zenith at expense of rest 
of industry. Zenith was late in getting into TV swim and wants to 
make up for lost time. 
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National weekly 
ratings now 
available 



ula still 



Only 1 NBC 
»n RCA board 



TV network 
sales up 



News source 
protection 
gaining 



WLW setting 
TV pace 



KNUZ protects 
show title 
via trademark 



A. C. Nielsen's radio index, as of 1 March, it has been announced by- 
Art Nielsen, covers the nation for first time. Protectable ratings 
are available weekly for first time in radio history. 

-SR- 

Radio and television fan publication formula is still undeveloped. 
Latest attempt, "Radio Stars and Television", folds with April 
issue. Not even extensive Dell Publications resources could keep it 
going. 

-SR- 

Despite major contribution NBC makes to RCA income, Niles Trammell 
is only operating executive of network on Radio Corporation's board. 
-SR- 

Network gross time sales for TV for February jumped 99%, in Rora- 
baugh control week of 6-12 February, to $137,496. Selective TV 
placement for same control week was $167,839, and local-retail ad- 
vertising placement for week was $118,029. Local-retail was up 33% 
from January. 

-SR- 

Radio newsmen are being protected on their news sources by more and 
more states. Arkansas and Georgia are latest states to protect 
newscasters. NAB's battle to eliminate discrimination against radio 
newsmen is gathering momentum. 

-SR- 

Crosley is setting the pace to cover the WLW territory with its TV 
operation. Crosley's own network will work via station-to-station 
relays, with a special relay station on top of Mechanicsburg moun- 
tain. 

-SB- 
Protection for name of broadcast program has been achieved in Texas. 
KNUZ has registered with Texas Secretary of State name "Houston 
Hoedown." This saves station from having to resort to common law 
protection, which is expensive and involved operation. 

(Please turn to page 36) 



capsuled highlights 



IN THIS ISSUE 

What makes Bulova tick is detailed step by page 23 
step in the first complete report of America's 
number one watch firm. 

Automobile dealer associations are most page 26 

active factor in automotive advertising today. 

The dealers' side of car selling is the basis of 

SPONSOR'S second automotive report. 

How many stations in 1955? That's problem page 30 

for advertisers, just as it is for the broadcasting 

industry. 

BMB has had to meet one crisis after another, page 29 
SPONSOR reports for the first time in any 
trade paper what "average daily audience" 
figures look like. 

What about rates? asks Mr. Sponsor in this page 38 



American business in Argentina. Where is page 32 
it going 7 And why. 

IN FUTURE ISSUES 

The story of auto accesories and parts is 11 April 

scheduled for SPONSOR'S next report on "The 
Automotive Picture." 

NAB Evaluation is more of a project than a 11 April 
story. It's an annual study made from sponsor 
and agency reaction to the industry associa- 
tion's previous years activities. 

Warm-ups and after-pieces are mislaid in 11 April 
most agency and sponsor plans. It's a foolish 
neglect and SPONSOR reports why. 

Soap opera success is no accident. The first 11 April 
episode of an intensive report from exclusive 
sources is due in SPONSOR'S next issue. 



SPONSOR 



Mr. Mid-America 
Tells Your Story 
to the Farm Belt. 




J JACK JACKSON 
' K cMO* FARM fffPORTER 



JACK JACKSON . 




at a Low, LOW Cost per 1000 Coverage! 

You have to know your way around a barnyard to talk convincingly to 
farmers! And that's just where our Mr. Mid-America Farmer, (KCMO's Di- 
rector of Agriculture) Jack Jackson, excels. Jack is a farm lad from way 
back. His background includes 4-H, FFA, teacher of vocational agriculture, 
county agricultural agent and Radio Editor of Texas A & M College. 

Because Jack Jackson knows the language farmers listen to, he's your 
best bet when you have a story you want farmers to hear. At his com- 
mand are over 442,000 farm families inside KCMO's measured Vi mv. 
area. These families produce on their farms an amazing 9.3 per cent of 
the total farm income in America! They're a "buying crowd." To tell your 
story to Mid-America farmers at a low, LOW cosf per 7000 coverage, tell 
it on KCMO, Kansas City's most powerful station! 

ONE Does It In Mid-America 
ONE station 
ONE rate card 
ONE spot on the dial 
ONE set of call letters 

50,000 WATTS 

dayt/me— Non-Di'recfiona/ and KCFM . . . 94.9 Megacycles 

10,000 WATTS NIGHT KANSAS CITY, MISSOURI 




810 Ice. 



ABC for Mid- A rt 
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40 West 52nd 



TV SUCCESS 

Your article uii daWime T\ (2!! 
February, page 21) was really a ter- 
rific study of the subject. 

1 thought vmi might like to know a 
little about KFl-TV's operation be- 
cause la I we are the only station that 
is exclusheh daUinie, and (bl one 
of the few that have realistic cards— 
a $!.")() base rate for a 100,000-sel 

Our initial success indicates that 
we an- on the right track— 20 new 
accounts the first week, a considerable 
number of them retail. Our approach 
to selling television is this: we are 
selling on a cost-per-lbonsand basis, 
ignoring the added impact of tele- 

KK\ IN 15. SWEENEY 

^ales &• Promotion Mgr. 
AT/. Los Angles 



IF BMB FOLDS . . . 

1 thought \our article, entitled "The 
1S.MI! Dilemma" in the February 2i! 

praisal of the difficulty in which li.MM 
now finds itself. Your editorial on the 
subject of 15MH was certainly punchy 
and to the point. There is no tpu>tion 
in mv mind that if H.MI! is permitted 
to fold up now it will take many \ears 
to bring into existence again an in- 
dustry research organization capable 
of doing the kind of job radio and 
television need. 

I am glad to see that there is one 
trade publication which senses the true 
value of the issues involved in I5.MI5V 
[.resent difficulties, and is willing to 
take an objective and constructive 
\icw-point regarding them. 1 ufortii- 
natch. the great majority of trade 

around personalities and the exploita- 
tion of unfavorable day-to-da) develop- 
ments. In this atmosphere, the real 
research accomplishments of 1S.\1M have 
bcen completely lost sight of by much 
of the trade. 

II. ,M. Itewu.E, Jit. 

Director oj Research, MIC. A.)'. 



HOW TO - 



ON YOUR 

PROGRAM 
SCHEDULE 
PUBLICATION 

and 

MAILING 



RADI0TIME 



Puts radio and television schedules 
in one standardized easy-to-use 
publication. 

Eliminates the confusion and neces- 
sity of maintaining schedule files. — 

No lost schedules ... no 

time wasted in filing or searching. 

Assures the advertiser and agency- 
man of current, up-to-date informa- 
tion. 

Gives clients and prospects all the 
program facts in a single, complete 
book. WHEN they want it, and 
HOW they want it. 

i Endorsed by timebuyers, agency- 
men and advertisers as one of the 
most valuable new service develop- 



WRITE TODAY 

or sample copy and 
full particulars. 



LAMENTS "LAMENT" D AIMATIMC 

RAD OTIME, Inc. 

I he article entitled transcription 
Producers' Lament'' in \oiir current 53 West Jackson Boulevard 

(/•lease turn to ,»«£<• 65) CHICAGO 4. ILLINOIS 



o 

Make big ones out of little ones. 



Agencies. Success Story: Small advertiser gets sound agency advice . . . 
uses Capitol Transcription Library to build distinctive show. . . saves talent costs, 

therefore can buy more time, cover more markets. Result is expanding business 
for client, increased billing for agency. Mail in the coupon, get the whole story 
with complete descriptive booklet and FREE audition discs. 




Capitol Transcriptions 
Sunset and Vine, Dept. S2 
Hollywood 28, California 

Rush information, including free audition discs, 
on use of Capitol Transcriptions for building shows 
in selective markets. 



Street 



TRANSIT RADIO. 

Reach Customers 




..A NEW IDEA... 

at Lowest Advertising 

Transit radio is fm 
broadcasting to passengers 
on b uses and street cars 

Low-Cost Rate Structure Based on 
Passenger Counts 



Perfect Sound Distribution 
Throughout Vehicle 

Every Passenger Is Within A Few Feet Of A Speaker Overhead 

Five to eight loudspeakers are mounted on the overhead panels to achieve 
perfect sound distribution. Reception is easy on the ears. The clarity and 
high fidelity of FM eliminates static and electrical interference and does 
justice to the high quality of Transit Radio programming. Receivers are 
permanently locked to the stations' frequency with pin-point precision so 
there can be n-> fading, wavering or other faulty tunc- in. Effective recep- 

" Voice Emphasis" On Commercials 

When the studio announcer reads a commercial the volume in the bus or 
streetcar is automatically raised about 8 decibels. This "Voice Emphasis" 
adds extra impact to the advertising message. 



PLEASANT PROGRAMMING TO RELAX PASSENGERS 



J^y^X FM broadcasting to public transit 

^>^^^ <JT_ vehicles is entirely separate and dis- 

fv, ' problems are different, the program- 

* -..MC min R approach is different. 

* ul Music is the keystone of Transit 




i giving it 



In the rapidly expanding list 
of cities, passengers on public 
transit vehicles now "listcn-as- 

weather reports, time signals, 
sports scores and other special 
features . . . and (o advertising 
commercials. The latter are 
available through the medium of 
Transit Radio as spot announce- 
ments, live or transcribed, or as 
commercials within sponsored 
special feature programs. 
Counted, Guaranteed Audience 

Transit Radi 
cral new dimen: 
unique advantage 
tising medium. The audience 
reached by the advertiser's mes- 
sage is a counted, guaranteed 
audience. No surveys are neces- 
sary-guesswork plays no part. 
The actual audit of paid passen- 
ger /ares determines the rate 
paid by the advertiser. 

A Selected Audience 

Different age-groups, worker- 
types and income-classes ride 
the buses and street cars .during 
the various time periods of the 
day. Since this audience com- 
position is known, the advertiser 
can select his most receptive 
customers by selecting the hours 
when they arc known to ride. 
The lowest-Cost Medium 

Class "A" Time includes the 
rush hour periods in the morn- 
ing and late afternoon. Rates in 
each of the Transit Radio cities 
are based on a formula of 
approximately 75c-per-thousand 
guaranteed passengers (at 2G0- 
time frequency). To determine 
the rates, passenger-eount audits 
are averaged by half hour 

Class "B" and Class "C" Time 
include the daytime shopping 
hours and the later evening 
hours respectively. Similarly, 
passenger -counts are used as the 
basis for determining rates of 
$1.00 - or - less - per - thousand 
guaranteed passengers (at 2G0- 
time frequency) 




n Audiei 



l Tro 



At Shopping Centers j 



WHO HAS ORGANIZED 
TRANSIT RADIO, INC.? 



nationally recognized. 

These founders and stockholders 
of Transit Radio. Inc. arc substan- 
tial, multi-million dollar companies. 
A solid organization has been 
formed, one with which you ean 
deal in complete confidence: 



6 



SPONSOR 



ANEW VOICE... A NEW MEDIUM! 

Cost Who "Listen -As -They -Ride"! 




. & MRS. "EVERYBODY" AND FAMILY 
RIDE THE BUSES AND STREET CARS 



Do Passengers Like Transit Radio? 
"Yes" I Is The Overwhelming Answer 



. They approached the 



organizations were employed 
get the approval and disappro 
votes of the passengers. 
Each of the s 



broadcast. The • 



: endorsements ever ac- 
new medium. 



Seasonal Products Can Be Tied in 
With Local Weather Conditions 



urves of many prod- 
uces are inseparably 
temperature fluctua- 



t 



jverages. 

, frozen foods and oth< 
amples. 

transit Radio stations will c< 

this category can capitalize fully 
on the flexibility of this medium. 




FM AUDIENCE AT HOME IS "BONUS" 



Programs broadcast to Transit 
Radio vehicles via FM simultane- 
ously reach homes in the area 
with FM receiving sets. 

The size of this bonus audience 
varies from city to city, apparently 
in ratio to the aggressiveness with 
which FM sets have been promoted 



This fact is reflected in the esti- 
mated number of FM sets in the 
following typical Transit Radio 
cities: St. Louis 50,000, Cincinnati 
30,000, Washington 70,000, Houston 
25,000, Baltimore 67,000, Worcester 
7.500. 



80 to 82 Per Cent of the General 
Public Rides Public Transportatio 
in Urban Centers, All Incorr- 
s Represented 



buy somebody' 
products. You can now catch their 
ear Just before they get off at 
department stores, fashion stores, 
drug stores, and jewelry stores— 
and homeward bound at neighbor- 
hood food, drug and shopping 

Visualize the extra payoff in 
sales when the commercial urges 
"Get X Brand of hosiery" before 
a customer gets off at a department 
store-"Get Z Brand of meat" be- 



For example, in St. Louis 
> population of 1,238.361, av 
laily rides on 1,290 Transit 1 
chicles totals 1,342,402. In Hou: 



Select Your Audience! 

Pick the time and you pick th< 
audience you want! Accurate dat; 
can be supplied on audience-com- 
position at various times in ever; 
Transit Radio city. 



i 



7:30-9:00 A.M.- 
White collar group 




600 TR vehicles 
Huntington, popu 
ers on 80 TR ve 



Utal 419.059. In 
tion 100,486, rid- 
cles total 75,906. 



TRANSIT RADIO MARKETS 

Franchises are in Negotiation 
in Practically Every Major 

City from Coast to Coast 



The following cities are currently 
in operation: Cincinnati, Ohio; 
Covington, Ky.; Dcs Moines, la.; 
Houston, Tex.; Huntington, W. Va-.; 
Kansas City, Mo.; St. Louis, Mo.; 
Tacoma, Wash.; Topcka, Kans.; 
Washington, D. C; Wilkes-Barre. 
Pa.; Worcester, Mass.; Allentown, 
Pa.; Evansvillc, Ind. 

Because of the rapid addition of 
new Transit Radio markets, please 
consult your nearest Transit Radio 
office: listed below. 




9:00-4:00 P.M.- 
The Housewife-Shopper 

4:00-6:30 P.M.- 
Homebound shoppers, 
students, workers 
6:30-11:00 P.M.- 
Entertainment seekers 



TRANSIT RADIO, INC. 
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ON THE HILL 



Advertising needs friends 

in Washington and other places 

Advertising hasn't an\ real friends in Washington, des- 
pite all the good public relations work that the Advertis- 
ing Council has been doing those past few xears. Reason 
is simple. Advertisings relationship to production lias 
ne\er hern properly prevented. With labor and liberals 
both anti-advertising, all media are suffering attacks. Radio 
campaign to sell advertising and its key position in the 
national ecoix.mv has been talked of. but that's all. 

Will Federal Trade Commission 
continue as is? 

Federal Trade Commission, anathema to many business- 
men, hasn't received much attention from the White 
House. Manv corporations, including radio advertisers, 
who have rases up hefore the Commission and who would 
like to know just what bias this "high court'' of business 
will use next sear, must wait until President Truman and/ 
or Secretary of Commerce Charles Sawyer get around to 



Food and drug administration 

annoyed by N.Y. Health Department publicity 

I'.S. Food and Drugs administration is annoyed by recent 
publicih of the New York Health Department regarding 
television unci radio advertising. The .New York bureau 
»a> pictured as monitoring radio and TV stations for 
false or misleading statements iu advertising. Since radio 
and TV transcend stale lines, supervision of drug advertis- 
ing has generally hern left to Federal liureau. Policing 
by W, states raises specters of real headaches for US. 
standard setting, annoying to Washington, frightening 
to most air advertisers. Since N.Y. Department hasn't 
even an appropriation for a TV set vet. it was all puffery 
but puffs make headaches, too. 

Broadcast mail backs 
Truman 1000 to 1 

licccul broadcasts of the Resident have brought such an 
avalanche of favorable mail that he's more than ever 
-el on urging Congress lo pa- all the hills he promised 
while campaigning last sear. Mail from broadcasts has 
been thousand lo one pro-Truman. 



Farmers want action 
to protect farm prices 

Farmers have been much more voluble in past two weeks 
than during last full year, not because the pinch has al- 
ready hit them, but because it has hit their organizations. 
Heads of the Grange and other farm organizations have 
been telling their members to '"get after Washington to 
save our investment." Farmers have a good man to fight 
for them in Secretary of Agriculture Charles F. Brannan. 
He'll tr> am thing for the rural folks— at least once. 

Cigarette direct-mail selling 
getting congressional attention 

lieranse direct-mail selling of cigarettes is consistently 
used to circumvent local sales tax regulations, the business 
is under attack on the Hill. Number of bills await con- 
gressional action, all with the objective of banning direct- 
mail selling of tobacco products. Stations are watching 
these bills carefully, not because thev're worried about 
losing their mail-order cigarette advertising, but because 
if discriminatory legislation on one product is po>sible, 
such moves can be extended to other products advertised 
In air. 

Network station representation 
problem may be tabled 

Investigation of networks by the Federal Communications 
Commission may residt in tabling for the time being any 
action by the Commission on the rights of the networks to 
represent stations not owned by them. It makes little sense 
to regulate networks piecemeal. FCC hasn't an outstanding 
reason for the network investigation, but announced that 
it's time to reevaluate previous network regulations. 

Wages and prices decline an 
educational problem 

Biggest job facing Washington is problem of educating 
the public to fact that both prices and wages must he 
subject to downward re\ ision. Truman is said to be look- 
ing for a man who will undertake this difficult public 
relations assignment. He has asked a number of key 
business men if their corporations would participate in 
such a campaign. Thus far. all interviewed have begged 
olT. K\en the networks of the nation have asked to he 
relieved of such an assignment. 

Commodity and wage ties to 
living and product in disrepute 

The tieing of the price of new materials to the price of 
a manufactured product is growing in disfavor. The 
practice of tieing wages to the cost-of-living index is also 
growing in negative reaction. Recently Cuba was forced 
to drop a contract which tied the sales price of molasses 
to the price of industrial alcohol in the manufacture of 
which the molasses was being used. Reason? Industrial 
alcohol price had dropped so low that molasses was bring- 
ing just 2.i r r of the original contract price. Recent con- 
tract renegotiations between several unions and manage- 
ments funis the unions trying to ease out the cost-of-living 
index tie of wages. Cuion members do not like automatic 
wage cuts. 
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SO y OOO watts of 
it daytime, 10,000 
night 



where the people 
are, in fast-growing, 
rich South Florida 



to do the biggest 
single selling job 
in all Florida 



\JJ6BS 



fm§ FLORIDA'S ONLY 50,000 WATT STATION 

\ Represented by Katz 
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for Profitable 




Represented by 



robert MEE KER 

ASSOCIATES 
San Froncljca Chicoao 



STEINMAN STATIONS 




Lvn is #«'. Itonlmm 



Mr. Sponsor] 



■^^^■^^^^^ Director of Advertising & Sales Promotion 

The Mennen Company, Newark, N. J. 

There is nothing spectacular aliout Lew Bonhani's methods of 
letting the American male know the virtues of Mennen shave cream, 
or of telling the American mother that Junior's tender skin will take 
more kindl> to Mennen hal.y oil. Uoiiham himself can see no rea- 
son why particular attention should he ealled to the steady, pro- 
ductive joh he lias done for the Mennen Company in his five years 
with the firm. The modesty and self-cilacenieiit are not false, either; 
lie just feels that he's handling Mennen's advertising in the only sensi- 
hie wav it can he handled. 

Prior to Dunham's entrance into the conipam (in the same posi- 
tion of advertiing and sales promotion director that he holds todav ) 
Mennen had confined its broadcast advertising pretty exclusively to 
nighttime network programs. With Bonhani taking over the reins, 
the formula changed to selective and daytime. His idea was to 
reach men with his Mennen shav ing cream message at the time they 
would he most vulnerable early morning, and especially during the 
a.m. shaving chore. And to plant air selling of the Mennen phar- 
maceutical line (antiseptic oil, borated powder, etc. I when it would 
do the most good, he cliose afternoon slots for housewife listening. 

The campaign (representing an annual SGOO.OOO expenditure out 
of an overall ad budget of $2,500,000) remains pretty constant, 
utilizing about 50 powerhouse stations in as many markets. Pro- 
gram.* are generally three ] 5-iiiinutc shows weekly, usualh musical 
and revolving around local |>ersonalities. There are exceptions: 
newscasts across-the-board on \V\DC and WOK, New York; like- 
wise on the CDS Pacific Coast network. 

Handsome, prematurely gray Lew Bonhani ha« brought a com- 
prehensive knowledge of selling to his Mennen job. lie slatted out 
as a salesman and then sales manager for one division of the Dixon 
Company, before going with the Personal Products Corporation (a 
subsidiary of Johnson & Johnson) as merchandising manager. I It- 
left the laller to join the 71 -year-old Mennen organization. 

An avid duck hunter, IJoiiliam can he found, whenever he can get 
away from his desk, in Florida. Virginia, Maryland, or wherever it's 
open season on the swimming birds. An equally avid dog fancier, he 
writes a column for the American Kennel Club Gazelle. 



0 



SPONSOR 



She's 

DECIDED 
To Buy 

WHAT'S BEHIND IT? 



The text books call it selective demand. The Sponsor 
calls it re&ults. By any name it is the reason for adver- 
tising. To stimulate the demand and bring the results 
most effectively your sales message must reach the maxi- 
mum audience at the minimum cost. This is radio station 
KSJB's perpetual goal. 

To give advertisers a bigger audience in North Dakota, 
at a lower cost per listener, KSJB spends promotional 
dollars in the market. Cher one hundred newspapers have 
been used to merchandise sponsors' shows to potential 
customers. Public Service programs of high local interest 
have been consistently aired to build listener loyalty. Then 
surveys have been made to determine listener trends and 
they have been catered to by program changes where in- 
dicated. That is why KSJB leads the field in North Dakota 
radio today. That is why KSJB should be on your media 
list. 

For the latest survey results see your George Holling- 
bery representative. He now has an area survey based on 
6,202 calls made in seven key counties. This conclusive 
study shows that KSJB leads all others two to one. 



KSJB's 

LATEST RATINGS 

Morning Afternoon Evening 

KSJB 54.4 46.5 49.6 

Station A 18.0 21.4 23.5 

Station B 19.3 25.5 17.7 

All Others 8.3 6.6 9.2 

Survey taken in Stutsman, Barnes, Griggs, Foster, 
Kidder, Logan and LaMour counties, North Dakota. 



KSJB. 5000 Watts at 600 KC. the CBS station covering "The Top 
Of The Nation". Studios in Jamestown and Fargo. North Dakota 




INSIDE 




• In nearly everyone's mind today 




1 . Lowell Thomas 
'2. My Friend Irma 
3, Suspense 
4r. Lux Radio Theatre 
i>. My Favorite Husband 
G, Edward K. Murrow 

7. Dr. Christian 

8. Amos V Andy 
0, Arthur Godfrey 

10. Jack Benny 

11. .V. 7. Philharmonic 



the CBS Program Schedule is the strongest in all radio . . . 
strongest because it pleases and serves most of the people 
more of the time. 

This leadership in network programming is no accident. 
It is the calculated result of years of planning successfully 
followed through. 

And it has been accomplished in many ways: 

— by inventing great package programs like ''Suspense" 

and "My Friend Irma"; 
— by "showcasing" great programs like the Philharmonic; 
— by developing great personalities like Godfrey; 
— by securing them, like Benny and Amos 'n' Andy. 

Invention . . . showmanship . . . initiative. 

These are the vital elements which CBS has woven into 
this rich pattern of listening inside U.S.A. 

If you have your own radio program, you can be sure this 
pattern is the one in which it will flourish best. 
If you need a radio program, you can be sure that CBS 
has it for you — for the best new programs will continue 
to come from the Columbia Broadcasting System. 
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ever p" 
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modern 
RADIO 

advertising j 

with an analysis of \ 
television advertising j 

By CHARLES HULL WOLFE \ 



ANEW BOOK of 200.000 words, 
packed with the factual infor- 
mation you want on how to cre- 
ate radio commercials, buy radio 
time, plan radio campaigns, and 
test campaigns, programs and 
commercials. Authoritative, up- 
to-date, each of the 43 big chap- 
ters is introduced by an expert. 
It covers every phase of radio 
advertising from jingles to insti- 
tutional copy, research to test- 
ing, contests to criticisms, to help 
you — advertiser, agent, radio 
man or student — create better 
airwave advertising with better 
results at less cost. $7.50 

FUNK & WAGN ALLS COMPANY 
1S3 E. 24th St., New York 10. N.Y. S328 
Please send me .1 copy of Wolfe's MODERN 
RADIO ADVERTISING at $7 50. I understand 



ADDRESS 



ZONE STATE 



POSITION 
COMPANY 



I».s. 



See: "SO-SO Deal— Blackstone Establishes Name" 

ISSUe: H February 1949. p. 29 

Subject: Frigidaire approves list of transcribed 
programs in dealer-ca-ap plan 

The Frigidaire Division of General Motors Corporation lias just ap- 
proved a group of 21 transcribed programs for dcaler-( imperative 
sponsorship. They'll share costs 50.30. This is a leaf from the re- 
markably successful co-op plan of the Blackslone Corporation which 
got under way last Oelol.er. 

There is a major difference, however. Ad-inanager James K. 
Peters of lilaekslone selected a single program to offer his outlets, 
lie chose to make the decision as to the ideal transcribed show to 
sell his washing machines. Frigidaire. 011 the other hand, has ap- 
proved 21 waxed shows in the belief thai stations and local outlets 
can choose the best available show and time available in their market. 
The programs are of five, 15. and 30-minute lengths and provide a 
variety of moods. Productions are from MSC Radio Recording, 
Ilarrv S. Goodman. Monogram Radio Programs, Ford Bond, and 
Hopkins Syndicate. The deal is handled through the Ralph S. 
MeFeely Co.. Columbus. Ohio, representatives for transcribed shows. 

Fetters from McFcely's office went to stations in all Frigidaire 
markets on 7 March announcing the deal. Meanwhile the 92 stations 
that were broadcasting lilaekslone. Maple Detective for Blackslone 
washers have grown to including all stations of the regional 

Columbine (Colorado) and Arrowhead I Minnesota. Wisconsin) net- 
works. Stations and dealers in each area where Blackslone. the live 
an, takes his road show are always able to tie in special mer- 
chandising displays with his appearances. Distributors often furnish 
blocks of liekels to employees of retail outlets in the area. This 



lilds appr 



. for the radio version of the magician. 

See: "General Baking Uses Selective Radio" 
ISSUe: 14 February 1949, p, 22 

Subject: GB extends Pa. delivery area three times 
due ta e.t. series an WPWA, Chester 



The pull of shrewdly handled selective radio 
ably demonstrated to General Baking Coin pa tn 
office officials, this lime through an announr 
idea behind it. o„ WPWA in Chester. Pennsy 
General Baking has. for almosl a decade. I 
grams in favor of si 1 icily selective radio adv 
local manager of GB in the Philadelphia area. 



ias once again been 
(Bond Bread) home 
nenl series with an 
uinta, 

regone network pro- 
lisu;g A W \\ Ml. 



ested i 



foi 



tising thai wouldn't produce sales. "1 
wont," Weil had often declared, "spend a nickel on radio unless 1 
see tangible results." This attitude rather unreasonably- called upon 
radio to do a good job without being hired in the fust place. 



-, Sold hi! 



Weil finally ga< 
WPWA sales man 
produced by Harry S. Goodn 
titled What's in a Same?, wr 
listener appeal engendered thi: 
to all those people in the area 
name group for each hroadcas 
to find 0111 how their particul 
for the explanation. 

The result: after K? weeks 
bread, based on the company*: 
of 1.(100 people in I lie area. 

(I'lem 



i-lwm 



Fo 



>.di. 



cd t 



Poller, 
iptions. 



, The one minute announcements, 
on WPWA four times daily, with 
i\ : the station sends out postcards 
.ed Smith. Jones. Brown, etc. (one 
and adyiscs tliem that if ihev want 
name came to be, tune in WPWA 



lil'i' new trade opened up for Bond 
's figures of having -UK) customers out 
. with 100 more possibilities anil the 
turn to jxipe 6(1) 



Penetration is the pay-off! 
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THERE'S ONLY 



1 No. 1 



MARKET IN OKLAHOMA 



KVOO 

★ 
TULSA 
MARKET 
AREA 



34.8% of Land Area Has: 

45.1 % of State's Retail Sales 

48.2% of Retail Food Sales 

45.5% of Retail Drug Sales 

46.7% of Oklahoma's Effec- 
tive Buying Power 

Above figures taken from Sales 
Management Suriey oj Buying Power 



KVOO ALONE BLANKETS THIS RICH MARKET 



^| 50% -100% 
| 1 30% -49% 
! | 10% -29% 




Yes, KVOO, alone, blankets Okla- 
homa's richest (No. 1) market! In 
addition, adjoining rich counties in 
Kansas, Missouri and Arkansas, 
constituting a part of the Tulsa Trade 
Territory, are within KVOO's 50-10.0% 
BMB daytime area. 

KVOO is a must on any schedule 
which is planned to sell Oklahoma's 
richest market plus the bonus counties 
of that market! 

See your nearest Edward Petry & 
Company office for availabilities. 



Hooper reports the overall rating in l ulsa ay iti.3 for 
KVOO; 23.0 for Station H"; and 22.1 for Station "C" 



RADIO STATION KVOO 

EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES 



OKLAHOMA'S GREATEST STATION 
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New and renew 



New National Selective Business 



PRODUCT AGENCY STATIONS CAMP/ 



x.v.) 7 E,' ln0 * ) E '!i ""^"""jl Mar 2 * and A | ,ril 4: 



General ItakinK C. Iton.l" lfrca.1 m'niV (N. Y. ) M.nste™ mkts „,,!, > stlol> , bll . ;iks . Mar (v..ri„ u *) ; 

<;em-ral Mills Betty Vroeke r l>-F-S (N.Y.) 

mm 




:v:r.:. :p; :r qgf.r. IJC a™ 




New and Renewed Television (Network and Selective! 

OR AGENCY NET OR STATIONS PROGRAM, time, start, duration 



V/Vy 

Is- 




a' 

AIU-TV net 



llSiit 

Film spots: Mar 7: 6 »k» (n) 
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IN IOWA, RADIOS 

WAKE UP THE ROOSTERS! 




60.2% of Iowa women and 57.9% 
of Iowa men listen to the radio before 
8 a.m. on weekday mornings! 

Sonne: Tin- 1948 Iowa Radio Audi- 
ence Survey.* 

Ilefore 7 a.m., an impressive 35.6% 
of the women in Iowa, and 37.1% "f tin: 
men, tune in their radios, liven before 
6:30 a.m., J 6.4% of tin- women and 
18.7% of the men are up — and listen- 
ing! 

This Iowa hahit of early-rising and 
early-listening is only one of many in- 
teresting facts discussed in the Iowa 
Kadio \iulieiicc Survey's Eleventh 
Annual Study. All the facts confirm 
the Survey's policy of keeping standard 
information up-to-date and of '"'bringing 



to light new information not previously 
gathered.'" 

Send for your complimentary copy 
of this vital Survey today. Ask us or 
Free & Peters. 

* The 19IS Iowa Itadio Audienre Survey is a 
'■must" fur every advertising sales, or marketing man 
who is interested in the Iowa sale* potential. 

The 1918 Edition is the ELEVENTH annual study of 
radio listening habits in Iowa. It was eondueted by 
Dr. F. L. Whan of VViehita Univeisity and his staff, 
is based «n personal interviews of 9.224 Iowa families, 

professions. Wilt) will uladly send a ropy of the 19 IS 

WHO 

+ for Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Col. It. J. Palmer, Prcsi.le.it 
P. A. Lo.vet, Hesi.le.it Manager 



FREE & PETERS, INC. 
National Representatives 
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IVIrvi>ion lime Imycrs know well llial station se- 
leelion heroines more diliiciill a> l In* unrulier of 
stations increases. To ease the task of station seler- 
lion. WW Spot Sales offers all of tlic information 
lifted on I lie right for nin<> major television sta- 
lions. Il'sall \oiir> for a phone call. 

I K > 0( T an- looking for the complete story of the 
major television Malioiis in the nation"?, major 



markets, call your nearest \ UC Spot salesman. 
You'll ft ikI that he represents nine outstanding 
telex ision stations, all of ihein in operation today. 
You'll find that seven of these stations are located 
in the ten largest I . S. markets. You'll find that 
many of these stations in such television center- 
as New York. Philadelphia and Washington an 
viewed hy more people more often than any other 
stations in their market. 



NBC 



representing television slolions: WNBT— New York • WNBQ-Chicogo • KNBH-Hollywo 



Television Slulion Check JAst 



j/ecfion easier 




Von'Il find vour MiC Spot salesman fully in- 
formed on the market, the station and the pro- 
grams which interest yon. You'll find him and his 
issoeiates to he the hesl-informed television repre- 
sentatives in the industry. 

the nation's major television stations in the 
nation's major markets are represented by 



COMPETITIVE POSITION 

D popularity ol programs 

□ Mzeofaudienee 
D extent of em era go 

□ quality of reception 

□ loyaltv of audience |"ui(H likening") 

□ network allilialiou 

□ programs awiilahle 

□ rales 

D promotion services 

PERf OR MANCE 

□ sal<* successes 

D and ieuce response 

□ adverli.-eis u>ing Motion 

□ ad\erliser lesliiuoiiials 

D eonimeii(hilion> and awards 

STATION fACILITliS 

□ size id studios 

□ ninnher and type of cameras 

□ film studio facilities (35 mm and 16 mm) 

□ slide projectors and haloplicon 
D live and film studio crew 

□ mohile units 

D art, scenery, set construction 

□ audio facilities 

GENERAL INFORMATION 

D channel 

□ effective radiated power 

□ transmitter height 
D transmitter location 

D management and ownership 



SPOT 



SALES 



NEW YORK • CHICAGO • CLEVELAND • HOLLYWOOD • SAN FRANCISCO • WASHINGTON • DENVER 
/VPTZ-Philadelphia • WBZ-TV-Bostan • WNBK-Cleveland • WNBW-Washington • WRGB-Schenectady • WTVR-Richmond 



©UNA IS THE SOUTH S 
IBER ONE STATE 




H CAROLINA'S 



M vwm is 



50,000 WATTS 680 KC 
NBC AFFILIATE 



WPTP 



RALEIGH, N. C. 
FREE & PETERS, INC. 

NATIONAL REPRESENTATIVE 




rda Bulova, the man behind the scenes a* Bulov 




llulova tick ? 

Twoiily y«»nrs ago ;i yonii^' 

w;i<Hi firm «li*«*ov<»r< k <l liiiH'sig imls 
II 4M»lll<l liuv<» 4I0110 worse 



It was generally considered 
sissificd to wear w rist watch- 
es during the days when the 
'•Charleston" was the dance. Lind- 
bergh flew solo to Paris. Coolidge 
didn't choose to run — and a Bulova 
salesman named John Ballard walked 
into Detroit's WWJ in late 1927 to 
make a deal for some radio spots. To- 
day, the then-upstart Bulova Watch 
Company is the country's leading 
watch firm, with yearly net sales of 
over $00,000,000 and a net income 
of more than $.1,000,000. The sales- 
man who signed u|> WWJ for the 
first Bulova time signals is now presi- 
dent of the firm that tops its nearest 
competitor, Gruen Watch Company, 
by more than $20,000,000 in sales and 
leads the third largest firm. Klgin Na- 
tional Watch. by nearly $2.'!,000.000. 

One thing has built Bulova. From 
the beginning, the use of national 
selective advertising in general, and 
time signals in particular to carry the 
greatest weight of Bulova's advertising 
and sales promotion efforts, has been 
one of radio's great success stories. 
Bulova in 19-19 will spend an amount 
almost equal to its net income. $5,- 
000,000, for advertising. Of this 
figure, about $3,500,000 will go into 
broadcast advertising on 250-odd AM 
stations with time signals and into 
even TV market with ten-second. 20- 



Tond, and a fev 
glials and aiinon 
minder of the 1, 



nc-iuinute time 
inents. The re- 
pent in 
lies, and 



dget 



in other forms of space and direct mail 
sales promotion. A good-sized figure 
(some estimate $50,000) is spent in 
making transcribed announcements 
which arc offered, like a mat service, 
to jewelers for their local use and 
w bich are now used by "about 3.500" 
jewelers periodically in the l 7 .S. and 
Canada. Bulova's expenditure for se- 
lective broadcasting is the second 
largest in American advertising (only 
Colgate-Balniolive-IVct has the edge), 
and is the largest amount spent thus 
to promote a single-product line. 

Bulova has inspired all sorts of imi- 
tation of its successful formula. Nearly 
every major watch firm, with the ex- 
ception possibly of Hamilton, has 
tried to copy the formula. Few- 
have conic anywhere near success. 
Longines-Wittnauer. primarily an im- 
porter-manufacturer with current \car- 
1\ net sales of $11,000,000. has \ir- 
tually abandoned the time-signal 
formula for network and selective e.t. 
classical music programing. F.lgin 
Watch Co., one of the two leading do- 
mestic watch firms, splurges heaxily 
on its annual Christina? and Thanks- 
giving one-shot- on CBS. Gruen 
Watch Co.. like Bulo\a a firm that 

SPONSOR 



Charles "Friti" Snyder, 





just a» food advertiseis for veals had 
been tving food product* to ]>rinted 
recipe? in their ads. Carrying the 
analogy one step further. Rulova 
reasoned, would he telling people the 
correct time. Simple. The advertising 
would then Lie a logical outgrowth of 
I lie function "f the product. 

The experiment with time signals 
on WWJ ; tensely watched hy l!ulo\a 
officials, worked well almost from the 
beginning. Detroiters began to joke 
about the watch firm that "was always 



No 



other Wat I 
BULOVA'S I 



Bulova has designee 



>nd TV station breaks that 



and case them 



c.' Switzerland. 
• I .S.. does its 



dabble^ j„ radio with time signals, 
llclbios Watch Co.. whose sales have 
risen rapidly in recent years, spends 
mosl of its advertising dollars for 
Quirk >/.s A Hash on Mutual. 

Onlj licnrus Watch Co.. an almost 
«arbon eop\ of liulova's economic and 
advertising paltcrn. has basked in 
liulova's reflected glory, lien. us. with 

sonic >12.(»."i().(H)() ii t s;d,.s last 

\car, uses linlova-tvpc time .signals on 
about half the number of radio sta- 
tions that linlova bnvs. and is follow- 
ing liulova's lend in television. I'arl 
of licnrus" success „j t l, the liulo\a 
formula lies in the fact that lienrus 
has worked out several good adver- 
tising and mc.chandismg wrinkles of 
its own pertaining to radio and TV. 
such as "tl (hcial watch of such- 
and-such an airline." Hollywood star 
tie-ins f„r its c.t. breaks, ami so forth. 
Still, liennis and any other watch 
firm has found thai ill.- linlova meth- 
od of air advertising i„ ;i W \\ l )( „,k 
of successful radio and T\ operation. 

It would be almost impossible for 
any advertiser to start from scratch 
today to build the advertising opera- 
tion thai works so well for linlova. 
IIowcnc. i„ ||,c stcp-by-slep construc- 
lion of the advertising methods that 
make liulova's sales tick lie main of 
tlx- basic lessons in the successful' Use 
of the broadcast media. 

When linlova Mailed in ia<Iio in 
1927. times wen- hard for (he small 
watch firm. linlova was not a new 



nam.- in the watch business: Un- 
original linn, the J. linlova Co.. had 
been founded in IfiTS and incor- 
porated in 1911. Some of its watches 

wcr ade c.iti.cK in the l .S. (this 

situation still exists for the linlova 21- 
jewel movements), but most of them, 
as they arc. today, contain works made 
ami assembled in Switzerland ami 
easel in this country. It was m ,l eas\ 
to sell Swiss-made works to Amen- 
cans, particularly if thev were from 
the Midwest or' the Pacific regions 
where the word '•watch*' in the late 
192()'s meant a gleaming, luriiip-likc 
Klgin. Hamilton, or Waltham that 
might have been in the family for a 
ipiarler-centiirv . Too. the idea of 
wearing a watch on the wrist was 
viewed with suspicion as being vaguely 
unmanly. linlova found it a tough 
job to gel jewelers to stock its watches. 
Sales were nothing to brag about, and 
the liiow Company (still liulova's 



im, Ala. 



mpanv 

agency after more than 23 vearsl was 
placing about ?.''»( ).(»()() annually in the 
waj of linlova advertising in 1927. 

linlova came to radio through a 
mingled desire to In something any- 
thing that might give the sales curve 
a boost ami help distribution, and 
because „nlv a few months prior 

Longines-Wit'tnauer had I n experi- 

meiiling wilh radio's first time signals 
cm WJZ. New York. Thev had brought 
immediate sales results, hut the watch 
industry generally wasn't interested, 
linlova.' wilh nothing much to lose. 
„as interested. To liulova's agencv. 
and to \r.le linlova. time signals 
looked like a form of "service adver- 
tising" to which thev could tie a waleh. 



WAPI-Birmingh< 
WBRC- Birmingham, Ala. 
WALA-MobiU. Ala. 
WKRG— MobiU, Ala. 
WSFA— Montgomery, Ala. 
KFOD— Anchorage, Aloiko 
KFAR-Fairbank», Alaska 
KSUN-BiibM, Ariiona 
KOY-PhMnix, Ariiona 
KTUC— Twcton. Ariiona 
KARK — littU Rock, Ark. 
V(ERN-Bak«rtfi«ld, Cat. 
• mo. Cat 
—Lot Ang«Ut, Cal. 

KECA-r 
KNBH-TV- 3 

• KFBK— So 
KROY- 
KFSD-SanJ 

• KNBC-So^ 
KQW— 
KGO-TV-So 
KWG-: 

KLZ-Donvor, Co IV 

• KOA— D»nv»r, 
WICC-Bridg»por1, ( 

• WT1C— Horrford, Conn.> 
WELI-N.w Hov.n, Conn> 
WDEL— 

WRC— Woihinglon, D. C. 

• WTOP— Woihinglon, D. C 
WNBW-TV-Waihinglon,D.C. 
WTTG-TV-Wo»hinglon,D.C. 

fothington, D.C 
WINK-Ff. M»y«ri, Ha. 
WJAX— JockionvilU, Fla. 
WMBR— JacktonvilU, Ha. 
WrOD -Miami, Ha. 
WDBO— Orlando, Ho. 
WCOA— PonMKola, Fla. 
WFIA-Tampo, Flo. 

• WSB-Allonlo, Ga. 
WSB-TV— Altanla, Ga. 
WAOA-TV-Allonto, Ga. 
WRDW— Awgwila, Ga. 
WRBl— Columbia, Ga. 
WMAZ-Mocan, Go. 
WTOC-Savannah, Go. 
KOU- 



BULOVA AIMS TO DOMINATE WATCH MARKET , 
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filing out H-l'-L-O-V-A 
dio.*' but tlli: 



i the 



litease full of llulma docks and 
limes, a wail of tush in their pockeK 
i,| Hulova contract* in their brief 
m. This "living squad" was a<- 
alK rm-iiii. against a (leadline the 
,rd would get around 



of salesman liallard. who found the existed in just a few ke> markets, and 

Detroit jewelers coming through with then they were often tossed in a desk 

re-orders. diawer when someone eame in to talk 

Hulova began to expand its new- business, liulova did its timehuying, 

found advertising gimmick, slowly at not in the air-conditioned sanctity of nun- unci. u»- »»■« »«m..i.» jtn mount, 

first, but eventuallv at a pace that in a timehuver's office in Radio Citv. but the watch industn as to what liulov; 

the next couple of years after 1927 out on the road, like a medicine show' ■■ 

found Hulova's advertising in radio advance man billboarding a town ii 

following the growth of radio itself. Kentucky. The small team of people »n< : i.u.oc 

As those who were associated with who bought time for liulova, both level— will 

these horse-and-buggy days of Hulova from the client and the agency, would 



..as doing, and how profitable it was 
proving. It was a tough grind. Deals 
d nickel-and-dime 
that were can}- 
({'lease Itirn to page (>(>) 



Company in the [ 
tEMENDOUS RADIO 



WWJ-TV-Delroil, Mich. 
WJBK-TV— Detroit, Mich. 
WXYZ-TV-Delroil, Mich. »I< 
WTCB-Flinl,Mich. 
WFDF — Flint, Mich. 
WJEF— Grand Ropidi, Mich. * ' 
WLAV— Grand Ropidi, Mich. 
WKZO- Kalamazoo, Mich. 
WSAM— Soginow, Mich. 
WEBC-Duluth Minn. 
WMFG— Nibbing, Minn. 

• WCCO-Minneapalii, Minn. 
•KSTP-Sl. Paul, Minn. 

KSTP-TV-SI. Poul, Minn. 
WHLB-Virginio, Minn. 
WJDX-Jockion. Mill. 
KMBC— Koniai City, Mo. 
WDAF — Konioi City, Mo. 
KFEO-St. Joseph, Mo. 

• KMOX-SI. louil. Mo. 
KSD-Sl. louil. Mo. 
KSD-TV-Sl. louil. Mo. 
KGBX— Springfield, Mo. 

\lOCLO-Bozeman, Manl. 
^IF — Butte, Mont. 




ilo, N. Y. 
Buffalo, N. Y. 
■New York, N. Y. 
-New York, N. Y. 
SS-New York, N. Y. 
WNEW-New York, N. Y. 
WOV-New York, N. Y. 
W A BO -TV — New York, N. Y. 
WNBT-TV— New York, N. Y. 
WCBS-TV-N.w York, N. Y. 

• WHAM-Rocheiter, N. Y. 

• WOY- Schenectady, N. Y. 
WROt-TV-Schenectady, N. Y. * 



world conies even close to matching 
AND TELEVISION POWER! 



WFBL-Syracuie, N. Y. 
WSYR-Syracuie, N. Y. 
WTRY— Troy, N. Y. 
WIBX-Utica, N. Y. 
WWNC— Alheville, N. C. 
•WBT-Chorlorte, N.C. 
WDNC-Durham, N.C. 
WBIG— Greeniboro, N. C. 

• WPTF-Roleigh, N.C. 
WMFD-Wilmington, N.C. 
WSJS-Wimlon-Solem, N.C. 
WDAY— Forgo, N. D. 
WADC-Akron, Ohio 

•WCKY- Cincinnati, Ohio 
WSAI-Cincinnoli, Ohio 
WEWS-TV-Clevelond, Ohio 

• WGAR— Cleveland, Ohio 

• WTAM-Cleveland, Ohio 
WNBK-TV-Clevelond, Ohio 
WBNS-Columbui, Ohio 
WHIO-Daytan, Ohio 
WSPD-Toledo, Ohio 
WSPD-TV-Toledo, Ohio 
WKBN -Young Mown, Ohio 

• KOMA— Oklo. City, Okla. 
WKY-Oklo. City, Okla. 
KTUL-Tulia, Oklohomo 

• KVOO— TuIm, Oklohoma 

• KEX— Portland, Oregon 
KGW-Portland, Oregon 
HP5J-HP6J-PanamaCiry,Pan. 
WSAN-Allentown, Po. 
WFBG— Altoona, Po. 
WERC— Erie, Pa. 

WHP — Harriiburg, Pa. 
WJAC-Johmtown, Pa. 



WPTZ-TV- Philadelphia, Pa. 
WCAU-TV-Philadelphio, Po. 

• WCAU -Philadelphia, Pa. 

• KDKA-Pittiburgh, Pa. 
WJAS — Pittsburgh, Po. 
WEEU-Reading, Po. 
WBRE-Wilkei Barre, Pa. 
WGBI-Scranton, Pa. 
WFa-Pawtuckett, R. I. 
WEAN -Providence, R. I. 
WJAR-Previdence, R. I. 
WTMA-ChaHeiton, S. C 
WIS -Columbia, S.C 
WFK— Greenville, S. C 
WSPA-Spartanburg, S. C 
KELO — Sioux Foil., S. D. 



WOPI-Briitol, Tenn. 
WAPO — Chattonoogo, Tenn. 
WKPT— Kingiport, Tenn. 
WNOX-Knoxville, Tenn. 
WROL-Knoxville, Tenn. 
WMC-Memphil, Tenn. 
WMCT-TV-Memphil, Tenn. 
WREC-Memphii, Tenn. 
WSIX-Noihville, Tenn. 

• WSM-Naihville, Tenn. 
KFDA— Amorillo, Texoi. 
KTBC— Auilin, Texal 
KFDM— Beaumont, Texai 
KRIS-Corpui Chriiti, Texoi 

•KRLD-Dolloi, Texoi 

• WFAA— Dollai, Texal 
KTSM-EI Poio, Texal 

• WBAP — Ft. Worth, Texoi 
WBAP-TV-Ft. Worth, Texai 
KPRC— Houiton, Texoi 

• KTRH — Houitan, Texal 
KLEE -TV— Hauilon, Texoi 

• WOAI-Son Antonio, Texal 
KWFT-Wichita Falli, Tex. 
KDYL— Soil Lake City, Utah 
KDYL-TV— Soil LokeChy, Utah 
WTAR— Norfolk, Virginia 
WRNL— Richmond, Virginia 

• WRVA— Richmond, Virginia 
WTVR-TV-Richmond, Vo. 
WDBJ — Roanoke, Virginia 

•KIRO — Seattle, Waih. 
KJR— Seattle, Waih. 

• KOMO— Seattle, Waih. 
KRSC-TV— Seattle, Waih. 
KHO — Spokane, Waih. 
WCHS-Charlerton W.Vo. 
WBLK-Clarkiburg, W.Va. 
WSAZ— Huntington, W.Va. 
WPAR-Parkeriburg, W. Va. 

• WWVA-Wheeling, W.Vo. 
WEAU-Eau Clolre, WIk. 
WTAO-Green Bay, WIk. 
WKBH-La CroiM, Wltc 
WIBA— Madiion, Wiec 
WISC-Madlion, Wltc 
WISN -Milwaukee, Wltc 
WTMJ-Mllwoukee, Wltc 
WTMJ-TV-Milwoukee, Wile 
WJMC-llce Lake, Wltc 
WSAU-Wou.au, WIk. 



CANADIAN 
RADIO STATIONS 

CFJC-Kamloopi, B. C. 
CKOV— Kelowna, B. C 
CKNW-New Weitminiitei 
GIAT-Trail, B. C. 
CBR— Vancouver, B. C. 
CKWX— Vancouver, B. C. 
CJVI-Victaria, B. C. 
CFAC— Calgary, Alberta 
CFCN-Colgory, Alberta 
CFRN— Edmonton, Alberto 

• CBX-Locombe, Alberto 

• CBK— Walroul, Saik. 
aOY-Guelph, Ont. 
CHML— Hamilton, Ont. 
CKOC-Homilton, Ont. 
C BO— Ottawa, Ont. 
CJCS-Stratford, Ont. 
CKSO — Sudbury, Ont. 

• CFRB — Toronto, Ont. 

• CBL— Toronto, Ont. 

• GIBC-Toronlo, Ont. 
CKEY— Toronto, Ont. 
CKNX— Winghom, Ont. 
CHAD— Amoi, Oue. 

• CBF— Montreal, Oue. 
CBM-Montreol, Oue. 
CFCF— Montreal, Oue. 
CHIP— Montreal, Oue. 
CBV-Ouebec Oue. 
CKRN — Rouyn, Oue. 
CKTS-Sherbrooke, Oue. 
CHIT— Sherbrooke, Que. 
CKVD— Vol D Or, Que. 

eCBA-Sockville, N. B. 
GIFX-Antigonlih, N. S. 
CBH-HalrJox, N. S. 
CKM -Halifax, N. S. 



J. S. BY SCHEDULING TlMESIGNALS ON AS MANY EFFECTIVE STATIONS (RADIO AND TV) AS POSSIBLE. CURRENT TOTAL IS 2°4 
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©The 43.001 new-ear and 
truck dealers in the U.S., 
who comprise the largest 
single eat ego r\ of broadcast adver- 
tisers at the local retail level, live a 
sort of double life when it conies to 
advertising their services. In one 
sense. the\ are the last link in the dis- 
tribution chain that begins when a 
new ear or truck rolls oil the factory 
assembly line. In another sense, they 
are independent merchants who, in 
normal times, often cancel out profits 
on new cars with the losses sustained 
in giving too-liberal trade-in allow- 
ances for used ears: then. the) have to 
make their profits out of accessories, 
part*, service, and used-car sales. This 
fact was never so apparent as during 
World War II. when auto dealers 
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ers turned to radio, and during the 
ware radio did an effective jol> in all 
parts of the U.S. in building up the 
wartime repair and used-car business 
that was to sustain most dealers. Typi- 
cal of such sponsors is the Winningham 
Chevrolet Co.. of Birmingham, Michi- 
gan, which brought a quiz show, in 
late 19 41. on WCAR. Pontiac, Michi- 
gan. After two month of steadily plug- 
ging its repair services, Winningham 
found radio had boosted its service 
department s business 57%. 

Radio was also the medium for some 
fabulous success stories of a wartime 
phenomenon, the high-pressure used- 
car dealer. While not "dealers" in the 
sense that they bold compaii) fran- 
chises, the razzlc-dazzlt air hoopla of 
such used-car dealers as ''Honest 
John". '"Mad-Man Muntz". '"Trader 
Glasser"', and "The Smiling Irishman" 
showed many a conservative old-line 
dealer that radio could stimulate used- 
car sales in a sensational wav. When 
one of these firms, "The Smiling Irish- 



man", increased used-car sales 
in an intensive New York City cam- 
paign in 1943, many a regular dealer 
unsmilingly took to the air to sell used 
cars. With increasing new-car pro- 
duction today, and "Regulation W"' 
limiting credit purchases, many of 
the wartime wonders have dropped 
out of radio. Rut the lesson is there. 

Two of the most important forms 
of radio selling for auto dealers arc 
transcriptions and network co-op 
shows. Many hundreds of dealers, used 
to newspaper advertising as their 
major ad expenditure, discovered only 
recently that they could buy ' name" 
talent at local rates, and they weren't 
always expensive, either. The Citv 
Chevrolet Co.. of San Diego, went on 
the air in late 1948 with a well-planned, 
low-cost campaign based on Harry 
Goodman's transcribed Safety Spots. 
The agcn<y, Patten-Holloway, report- 
ed: "Quotas set in the first third of the 
campaign for City Chevrolet were 
841,000 for repair service; the) reach- 



ed S58.000; S78.000 for automobile 
parts; they hit $!;3.000." 

Co-ops sell cars, too. Like the pur- 
chase of e.t. shows and jingles, co-op 
buying has jumped GO-KYv in the 
past two years: more than 3(M( dealers 
are on the air today with co-op shows. 
Typical co-op show results were obtain- 
ed b) the Jameson Motor Co., a I'on- 
tiac dealer in \1. xandiia La On 
KALR there, the firm sponsors ABC's 
Headline Edition, and reports that the 
last six months of 19 18 showed an 
increase of 305% in its used-car busi- 
ness. Reaching 75 to 80 miles out of 
Alexandria to bring in people from the 
Central Louisiana trade territory re- 
sulted in 54% of Jameson's used-car 
Dining from outside the city. 

Even modest announcement cam- 
paigns pav off. Waller Wiebel Pon- 
tiac Service Co.. of Milford, Conn., 
found that after three days of broad- 
casting a six-spots-dail\ schedule on 
WICC. Bridgeport. 500 visitors were 
(Please turn to page 46) 
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Mil meets a crisis 



NlOO.OOO had lo bo 



iiiHlorwrittou. lloro's how stations, a^oiicios, sponsors hol|>o«l 



The BMB charti 



Jl .STI\ MII.I.KK. 

president, NAII 



If tai liability must be mot and the 
BMB has not enough funds to pay it 
in full, the AAAA will assure BMB 
of meeting up to one-third of the 
deficit to a limit of $15,000. 



Completion of BMB study and con- 
sufficiently important to General 
Mills that we are willinq to under- 
write possible tai liability up to 
$2,000. 

I.OWKV acmes. 

General Mills 



"1 Tin- BMB ballots are in tlie 
mail. Thousands have al- 
ready Iktii filled in and relumed. The 
second survey is under way. It was. 
almost .-lopped before it started, be- 
cause HM IS legal lights said that the 
Bureau could not borrow for the mail- 
ing the SIOO.000 which it bad set aside 
in ease the decision of the U.S. Inter- 
nal Rcxenue Department refused it a 
tax exempt stains. There wasn't much 
question but that station contracts, 
with payments yet lo be made, would 
cover the $100,000 which bad -been 
set aside for the contingency. It was 
strictly a mailer of sticking lo the exact 
agreement about the $100,000. It was 
therefore essential that the $100,000 
be guaranteed by rtiitions, agencies, 
and sponsors. It was, within 24 hours 
after the fact was known that stations 



were being asked to underwrite three 
extra months of their payments if BMB 
needed it. 

The. AAAA announced that it could 
he counted upon for §15,000, if the 
lax decision went against the BMB. 
l.owry Crites for General Mills stated 
that his company would guarantee 
$2,000 of the $100,000. and while very- 
few other sponsors publicly announced 
their willingness to underwrite part 
of the $100,000. sponsor's personal 
surxev, made as this issue went to 
press, indicates that every one of the 
top .10 advertisers would he willing lo 
match General Mills' ofTcr if it were 
necessary. Serious consideration is 
now being given to the prospect of the 
new Broadcast Measurement Bureau 
y two) being a tripartite 



organization both 



management 
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stud to ownership. Sonic tax attorneys I 
feci tliat there would he less question 
of a tax-free status if agencies, adver- 
tisers, and broadcasters owned slock 
in the corporation. 

Agencies, through Hie A AAA, have 
avoided the question of being casli 
contributors to ISM 15 for sever 
sons. They know that if the support of 
UMI? should be made a line 
operation, it would in main cases end 
up willi the agencies pa> ing both their 
own share and the shares of their 
clients. Many of the bigger advertisers 
(General Foods, Procter & Gamble, 
and American Tobacco, to mention , 
three) expect their agencies to pay foi 
media research. Invoices made out to . 
the ad\ertiser are in sonic cases passed . 
on to the agency for payment. In 
others it's a bookkeeping operation. 
It conies out of the agency's l.V/t. no 
matter how it's handled. 

Agencies therefore would be pa) ing 
double for their memberships 
Bureau. The very thought is enough 
to cause policy men at agencies 
shudder. How some agencies feel about 
absorbing research charges 
indicated by the fact that when IJIiD&O 
took over the American Tobacco ac- 
count they actively fought paying cer- 
tain research charges which had been 
paid previously for American by Foote, 
Cone & lidding. Fight or not, they're 
paying them now. 

Agency men feel that sonic way [ 
should be worked out so that they 
tan meet part of the costs of liYIIi . 
without being taxed twice. They knoi 
that if HMIi ceases to operate after ■ 
the second survey they will have to 
return to buying time with a prayer. 
How they feel can best be expressed 
bv a letter written bv J. Walter Thomp- 
son's Linnea Nelson to a West Coast 
TV station executhe on another matter. 
Stated Miss Nelson, "I feel that radio , 
has lost out to other media frequently 
because information on its usage has 
not been made available." With selec- 
tive broadcasting having increased by 
leaps and bounds during the past few 
years, agencies want to keep that bill- 
ing. They know they can't kcej 
less they have facts and figures, market 
bv market, station by station, count \ 
In counts. Agencies are not sold on 
the idea that the I5M1? ballot formula 
is necessarily the answer to good cover- 
age information, but they are con- 
vinced that an industry association is 
the answer and not a number of private 
business fighting for the dollar. 
(Please hi r n to page 42) 



50.000 WATT 



DAY 



KFI 


San Diego, Cal. 


37 


23 


3.4 


42 


25 


5.8 


KIRO 


Seattle, Wash. 


82 


40 


20.3 


89 


66 


26.7 


KMOX 


Springfield, III. 


40 


25 


5.8 


36 


19 


2.2 


KOMA 


Oklahoma City, Okla. 


83 


56 


16.4 


91 


61 


25.8 


KOMO 


Seattle, Wash. 


84 


46 


26.7 


94 


76 


36.0 


KSL 


Salt Lake City, Utah 


81 


64 


34.8 


93 


70 


31.4 


KYW 


Philadelphia, Pa. 


75 


56 


17.3 


89 


67 


22.2 


WCAU 


Philadelphia. Pa. 


82 


62 


29.3 


90 


74 


29.2 


WGBS 


Miami, Fla. 


75 


54 


20.9 


84 


63 


20.2 


WIBC 


Indianapolis, Ind. 


77 


56 


26.7 


77 


53 


13.6 


WJR 


Lansing, Mich. 


84 


70 


37.7 


94 


76 


43.9 


10.000 WATT 






KFBI 


Wichita, Kan. 


86 


45 


26.2 


84 


52 


18.7 


KING 


Seattle, Wash. 


45 


26 


5.7 


43 


25 


3.7 


WIBG 


Philadelphia, Pa. 


49 


29 


8.3 


42 


27 


7.6 


WMIE 


Miami, Fla. 


29 


13 


4.4 


31 


11 


6.2 


5,000 WATT 


1 ! 




KANS 


Wichita, Kan. 


87 


66 


21.8 


89 


62 


31.7 


KDYL 


Salt Lake City, Utah 


84 


61 


24.3 


95 


71 


31.4 


KFH 


Wichita, Kan. 


84 


69 


25.9 


91 


67 


33.9 


KFSD 


San Diego, Cal. 


76 


55 


25.5 


88 


70 


31.7 


KJR 


Seattle, Wash. 


81 


y 


17.5 


90 


66 


18.7 


KSDJ 


San Diego, Cal. 


57 


38 


11.7 


72 


49 


14.6 


KTOK 


Oklahoma City, Okla. 


72 


47 


17.2 


78 


49 


17.9 


KUSN 


Salt Lake City, Utah 


43 


41 


14.6 


72 


41 


17.8 


KUSN 


San Diego, Cal. 


35 


20 


2.3 




23 


3.1 


KVI 


Seattle, Wash. 


41 


38 


13.8 


68 




8.5 


WCSH 


Augusta, Me. 


24 


13 


3.3 


26 


13 


11.7 


WFBM 




83 


63 


24.8 


91 


65 


29.5 


WFIL 


Philadelphia, Pa. 


72 


50 


14.1 


79 


52 


15.1 


WGAN 


Augusta, Me. 


47 


33 


6.2 


48 


30 


8.5 


WIP 


Philadelphia, Pa. 


63 


43 


9.5 


71 




7.6 


WIOD 


Miami, Fla. 


82 


66 


29.6 


93 


74 


36.6 


WIRE 




79 


61 


1 193 


91 


64 


33.4 


WKAT 


Miami, Fla. 


40 


39 


6.6 


69 


43 


6.2 


WKY 


Oklahoma City, Okla. 


90 


74 


40.8 


97 


s 


49.0 


WLAM 


Augusta, Me. 


24 


12 


1.5 


22 




1.7 


1 .000 WATT 




1 


KALL 


Salt Lake City, Utah 


75 


50 


13.9 


78 


48 


12.8 


KFMB 


San Diego, Cal. 


42 


43 


7.4 


74 


52 


14.8 


KGB 


San Diego, Cal. 


40 


41 


12.8 


73 


52 


12.9 


KIEM 


Eureka, Cal. 


93 


85 


56.4 


88 


75 


47.3 


KNAK 


San Diego, Cal. 


39 


29 


10.3 


34 


21 


4.8 


WINZ 


Miami, Fla. 


30 


18 


3.4 


22 


11 


2.0 


WWOD| Lynchburg, Va. 


90 


79 


36.5 


90 


74 


26.6 


250 WATT 






KAKE 


Wichita, Kan. 


77 


56 


22.5 


74 


48 


13.2 


KHUM 


Eureka, Cal. 


91 


80 


41.7 


86 


67 


35.6 


KOCY 


Oklahoma City, Okla. 


70 


43 


12.0 


78 


45 


9.5 


WCOS 


Columbia, S. C. 


82 


63 


23.5 


87 


64 


21.4 


WCVS 


Springfield, III. 


84 


70 


33.5 


88 


69 


27.2 


WFAU 


Augusta, Me. 


35 


71 


27.0 


88 


73 


24.9 


WRDO 


Augusta. Me. 


83 


78 


56.9 


96 


80 


24.9 
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if ill (here be 




f in 1955? 



Has industry r< k .i<-lM><l I Iu k 

""survival of tin* fill est" era? 



~~ V Literally millions have been added to tile FCC list of authorized According to the FCC, this mean? 

poured into new standard AM transmitters. To the 1918 author- a total of 1.959 standard broadcasters 

broadcasting stations during the past i/ed total of standard stations affiliated serving the U. S. during 1949. if more 

with networks (l.()4<°.) must be added licenses are not granted (and main 

the 914 unaffiliated standaid bioad- will be), and if stations do not sur- 

casters. Between 1916 and 19U5 noil- render their franchises (anil some are 

network station licenses grew from 235 doing that right now), 

to 914, an increase of 679 stations. To this figure must he added 1.005 



years. \nd investment 
aid broadcasting stations hasn't 
stopped, nor will it cease during the 
immediate, future. Met ween 1916 and 
191« there were 269 network stations 



11 YEARS GROWTH IN NUMBER OF STATIONS 
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FCC licenses to KM station operators 
(a sizable number are merely FM affil- 
iates of standard broadcasting facil- 
ities and 72 licensed TV stations). All 
these figures are much larger at pres- 
ent, with TV construction permits and 
stations on the air equalling 127, and 
with the number of stations on the 
air changing sometimes weekly. 

There seems to be no ceiling to the 
facilities which will be open to broad- 
cast advertising. The FCC theory of 
granting licenses without consideration 
for the economic health of the broad- 
caster is based upon what is charac- 
terized as "the American way", i.e.. 
free enterprise with no vested interest. 
In other words, the fact that a number 
of stations are serving and have been 
serving a market is not considered 
valid reason for the Commission to 
refuse to grant a new license to a 
qualified applicant. The result is that 
a city like Durham, N. C, two years 
ago had one station. Now it has five, 
or did have five when this issue of 
SPONSOR went to press. It is not with- 
in the province of the FCC to decide 
whether the market served by these 
five stations can support five outlets. 
That's a matter for "free enterprise" 
and the competitive system. 

While the growth of stations and 
the expansion of broadcast advertising 
to include FM (with its storecasting 
and transitradio offshoots) and TV 
have been startling, the growth of 
broadcast advertising during the past 
two years has also been important. 



According to the FCC, net time sales 
in J 9 16 wen- $334,078,914. In 194H 
net time sales were S 102.826.000. This 
is an increase of 20.:/;. The big in- 
crease has not been in network broad- 
cast advertising during this period, 
but in local retail and national-selec- 
tive broadcast advertising. The latter 
has increased over .'500' '< since 1937 
and the former over 400' . More and 
more advertisers have turned and arc 
turning to radio and TV. The die- 
hards who did not believe in broad- 
east advertising are coming into the 
fold with television. Other dichards 
who could not see network broadcast 
advertising for their products are find- 
ing both selective broadcast advertis- 
ing and regional networks producing 
pinpointed sales which could not be 
obtained through any other medium. 

Just as broadcast advertising has 
grown, so has the radio audience and, 
surprisingly enough, the frequency and 
the amount of listening being done per 
home in the U. S. A. This is a factor 
which is often lost sight of when 
broadcasting is considered as an ad- 
vertising medium. 

In 1946 there were 33,99*5.000 radio 
homes in the U. S. A. In 1948 there 
were 37,623,000, or 91.2% of the 39,- 
950,000 families reported living within 
the 4!! states. A goodly portion of 
these 37.623.000 homes had at least 
two radio receivers per home, and a 
sizable segment were three-set homes. 
Added to this is the fact that millions 
of private automobiles are radio- 



equipped and never checked by audi- 
ence-measurement services. One spe- 
cial research study done by an auto- 
mobile owners association in 1916 in- 
dicated that one-third of the automo- 
bile radios are in constant u.-e while 
the cars arc in motion. Thi> accounts 
for an audience between seven and 
nine a.m.. as well as between four and 
six p.m.. bigger than the circulation of 
any single national magazine. 

Sets in use during the. last three 
years, both in the dajtime and eve- 
ning, have increased. C. F. Hooper 
reports that the evening figures for 
December-April were: 

Year Sets in use 

194,vl916 31.2';= 

1916- 1917 32.9^ 

1917- 194!! 33.3' 1 
The daytime figures for the same 
periods were: 

Year Sets in use 

1943-1946 17.2 r J 

1916- 1917 18..V; 

1917- 191:; 19.3'; 

These figures, being those of the 
Hooper organization, naturally reflect 
only telephone homes. It is generally 
felt that non-telephone homes listen 
more than telephone homes, but eon- 
elusive information on this point is 
still lacking. 

The increase in listening does not 
follow any standard formula. In some 
cities energetic independent stations 
have gained for themselves important 
shares of the audience, and have enn- 
( Please turn to ]Hige 43) 



11 YEARS GROWTH IN BROADCAST ADVERTISING EXPENDITURES 



RADIO NET TIME SALES IN MILLIONS OF DOLLARS 
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LEADING U.S. ARISTS APPEAR ON ARGENTINA AIR TO GIVE CULTURAL TONE TO THE COUNTRY'S CONTROLLED STATIONS 




"He says he knows what 
station operators like to read 




"The boys will always read something 
that appeals to their pride and profits... 
for example, better shows that are easier 
to sell. 

"Take Lang-Worth, for instance.There's 
a service that includes 'network calibre 
programs' comparable to the best musi- 
cal shows on the air. Radio stations are 
proud to offer these shows to sponsors. 
And... 

"As for profits— why some stations 
make enough money selling just one of 
these special productions to pay for the 



EMILE COTE GLEE CLUB 

16 male voices and solo- 
ists with a repertory ol 
over 200 best-loved pop- 
ular and memory songs. 
15 mint., 5 >im«t wkly 



id more." ^ 

LM-WORTH \ 

feature programs, inc. 



entire Lang-Worth service. Advertisers 
certainly profit, because they can hitch 
their commercials to big-time entertain- 
ment vehicles — at local station cost. 

"No wonder more and more adver- 
tisers are swinging to Lang-Worth... 
because Lang-Worth gives them more 
and more." 



STEINWAY HALL, 113 WEST 57th ST., NEW YORK, f 





THE CAVALCADE OF MUSIC 

Featuring D'Artega, his 
40-piece pop-concert or- 
chestra, 16-voice chorus 
and famous guest stars. 
30 mint., one* wkly 



MIKE MYSTERIES 

A musical show incorporat- 
ing capsule mysteries writ- 
ten specially lor Lang-Worth 
by Hollywood's John Evans. 
15 mint., 5 timms wkly 



THROUGH THE LISTENING GLASS 

A wonderland of music conducted 
by Jack Shaindlin and featuring 
the "Silver Strings Orchestra," 
The Choristers and guest stars 
30 mint., one* wkly 



NETWORK 



CALIBRE P R O GRAMS AT LOCAL STATION COST 
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COUNTIES OF 

prosperous farklwairi Land 

ILLINOIS • IOWA • MISSOURI 
NATIONAL REP. — JOHN E. PEARSON CO. 



cm* 



»I070 KC 




that don't appear on the 
rate card 



I hiit's just an example of the 
plus values you K ct on KOYL 
and KI)YI.-W"6XIS teles .sion, 
Notionol Representative: 




continued from page 2 
TV rating battle nothing new 

Battle between Pulse and Hooper because of difference 
between their TV ratings on "Admiral Broadway Revue", 
is no surprise to research experts. Even coincidental 
ratings may be off when a program is heard on 2 
stations in same area at same time. People tune 
shows, not stations. 

Broadcast advertising premiums stressed at premium convention 

Greatest premium year was forecast at National Premium 
Buyers Exposition in Chicago (22-25 March) . Self- 
liqudating premiums for radio offers were all over 
place, with plenty of interest shown by advertisers. 

One TV station in town profitable if — 

WDTV in Pittsburgh proves how profitable a station 
operation can be if it has all four networks from 
which to accept programs and sock retail selling. WDTV 
signed 16 national accounts and 7 locals in 2 weeks. 

Employment facts to be broadcast-featured 

Feeling that buying is off because of scare newscast- 
ing has brought urging by several industry leaders to 
stress positive reaction to unemployment news. Fact 
that as late as 1941 there were 5,500,000 unemployed, 
as against 3,200,000 in February 1949, is too often 
forgotten. 

Bon Ami to fight Glass Wax 

Radio joins women's magazines and newspaper advertis- 
ing in Bon Ami's attempt to obtain some of business 
which Glass Wax is building. Bon Ami's product is 
called Glass Gloss. Use of Bon Ami as window cleaner 
has steadily decreased. 

Manufacture of TV sets passes FM production 

While TV receiver production did not hit 200,000 
expected for either January and February, it passed 
FM and FM-AM set production figures. Latter was 
98,969 while TV figure was 118,938. TV set production 
figure was over 20% of AM receiver production which 
includes midget sets. 

Fred Allen stays with NBC 

While switch of programs from NBC to CBS isn't over, 
Fred Allen will stay with senior network. Allen is 
not scheduled to be on air this Fall but may be back 
by January. He's expected to be important in NBC 
comedy show building plans. 

Radio sets can be sold 

Iowa two week campaign for radio in every room 
increased set sales in state 50^ over previous weeks 
and same weeks last year. 
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Mr. Sponsor asks... 




"When total broadcast audience i- shared hy TV and 
radio, how should rales ho adjusted for advertisers?" 



Kadio. if anything, is a better adver- 



l*i«'k« k «l l*«iu«»j 

answers 
31 r. French 



ng l„. 



than it ha 



. I,- 



i tin 




It ha> always 
been my feeling 
that. altliough 



ill 



SCt 



the broadcaster 
they arc actually 
determined In 
theadverliser. An 
advertiser pays 
for radio only in 
terms of what he 
receives in dollar value. Stations or 
networks which provide an advertiser 
with the widest coverage, the most 
listeners, and the highest value in sales 
effectiveness for each dollar invested 
are worth more to him. Broadcasters 
realize this, and rales have heen set 
accordingly. 

Now. in the future, if radio fails to 
deliver the large, valualile, responsive' 
audiences it is presently delivering, the 
reaction of advertisers to the situation 
will determine what adjustment shall 
he made in rates. If an advertiser 
does not receive a good dollar return 
value, if he feels he is not getting his 
money's worth, he will not luiy. and 
the rale situation will adjust itself to 
fit these faels. This is, in a way. a 
corollary to the prowl economic law 
of supply and demand. Kates have 
always heen delennine.1 hy existing 
conditions and will continue to he. 

There does not seem to he, however, 
any indication that an adjustment will 



past. There are more sets in the hands 
of the American people than ever be- 
fore: the number of radio families is 
the largest total ever reported, and the 
figure is growing; and there has also 
heen a concurrent increase in the time 
spent listening. More money is heing 
spent hy advertisers for radio than 
ever hefore— and advertisers are bid- 
ding! enthusiastically foi the choice 
open time spots, whenever they exist. 
Toda v. radio gives an advertiser a bet- 
ter value, dollar for dollar, than ever 
in the past. 

(hie thought for the future may he 
that radio's emphasis will lie on low- 
cost shows, programs that are inex- 
pensive to produce, hut which, in terms 
of cpiality. ratings, and sales effective- 
ness, give the advertiser a better buy 
than the high-budgeted shows now so 

Gkokck Fkev 
Sales Manager 
NliC, New York 



the assumption in 
sponsor's ques- 
tion that tele- 
vision and radio 

mutuallv exclu- 
sive. When the 



ed 



p r o- 



he , 



■ 



• to « 



than 20 years ago. many authorities 
declared that radio would ruin the 
newspapers. This just didn't happen. 
It seems to me that television will im- 
prove radio and make it a more valu- 



able medium for advertisers, because 
the competition between media will 
force radio to improve its program 
structure. Our current Nielsen Katings 
indicate that radio listening is up over 
last year. 

There are only a few thousand tele- 
vision sets in the entire Chicago area, 
compared with radio sets that total 
millions. It will take time to build 
circulation for television. The fact of 
the matter is that very few agency 
people and advertisers have television 
sets in their offices and homes today. 
WG.V-TY serves an area within a 50 
mile radius of Chicago* Loop, while 
WON for 20 vears has served the en- 
tire Midwest. Television would be un- 
economical in the small towns and 
rural areas which continue to be served 
by clear channel radio stations. 

'What's all the fuss about? Tele- 
vision is creating an important audi- 
ence for advertisers in a few metro- 
politan areas, and radio will continue 
for many years to sell in metropolitan 
and rural areas. 

FliANK P. SCIIUKIISKK 

Manager 

WON. Inc.. Chicago 



Miout a century 
ago. a United 
States Patent Of- 
fice executive re- 
signed. In a let- 




invented, and he ...... 

bilitv of continued employment in the 
patent office. 
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I don't wish to duplicate that monu- I 
mental erri>r in prediction. One can- 
not answer this question without know- 
ing what the total broadcast audience 
w ill he when we reach that ephemeral 
"when". At this minute, for example, 
with television growing like To[>sy in 
many areas, the Nielsen Index shows 
listening to rural broadcasting at an 
all-time high, approaching six hours 
daily. There is noe\idence indicating 
that television has reduced total broad- 
casting. There is oven evidence, as a 
matter of fact, that radio, the lowest 
cost-per-thousand medium in the 
world, is even now underpriced year 
by year. There are more people and 
they are gaining more leisure lime. 
Perhaps radio's share of the total 
broadcast audience at some unpre- 
dictable date in the future might con- 
stitute a larger audience than radio 
delivers to advertisers today. 

You see, we think radio is here to 
slay: we think television is here to 
slay. Ask me ihis question in five 
years. 

A. 1). WtlXAKI), Jk. 
Executive Vice President 
AAB, Washington, 1). C. 



To one engaged 
in the sale of AM 
and TV time, 
your question is 
like asking a 
Dodger fan, "by 
how many games 
do you ihink ihe 
Gianls will win 
ihe pennant?*'. 
As yel, (here 
is no reason lo assume lhal television 
will draw exclusively from present 
broadcast audiences. In fact, within 
the lasl three months, several of our 
advertisers have graphically demon- 
strated the tremendous effectiveness of 
simultaneous radio and television sell- 
ing bv the successful use of both 
WAAT and WATV for their product 
advertising. 

All of us realize, however that the 
rapidly-growing new medium must 
eventually eat away a good segment 
of our present radio audience, and 
those of us connected with a dual oper- 
ation (AM and TV) have been closely 
watching for this trend. 

In general, we feel that the pro- 
graining structure of independent AM 
stations is flexible enough so that most 
outlets will he able successfully lo hold 





A highly competitive product . . i 
CHUNK-E-NUT PEANUT BUTTER 
... in a highly competitive market, 
Philadelphia, calls for power selling! 
And we've given this valued sponsor 
just that ... for ELEVEN YEARS! 




28 MARCH 1949 




SPONSOR 



E 



RADIO 



D 

o vou have some markets lliat are 
surprisingly good and others that are fall- 
ing 'way below expectations? Of course 
yon do — and we know, generally at least,, 
what you'd like to do about them. 

liiil have you thought of how much na- 
tional spot radio could help yon? National 
spot (Mull's-Eye) radio is the most busi- 
nesslike radio in the world. In good areas, 
it works only as hard and costs only as 
much as your sales picture demands . . . 



In had areas, you can step it up to any 
degree you wish— can make it work nights. 
Sundays and holidays, if need be. to get 
the job done fast and at the cost you wish. 

\Ve of Free & Peters have specialized in 
businesslike spot radio since 1932. In 
that time we've built up some pretty spec- 
tacular case histories of what can be done 
with this medium. If you're interested in 
any of the markets listed at the left, we'd 
certainly like to talk with you — soon! 



Free & Peters, inc. 

Pioneer Radio and Television Station ttepresentalives 

Since 1932 
NEW YORK CHICAGO 
ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO 



28 MARCH 1949 



41 



their positions despite competition 

ll i> int.-roliiifi Id note tlial \\ \ \T 
program ratings are higher today than 
the) mmp for the same period in I 'J Hi 
— despite strong "competition" from 
our T\ nation, \VAT\ -now averag- 
ing 100.000 viewers per quartcr-hoiir 
from tin "broadcast audience pool". 
N.mr of tlx- other New York Nation*. 
ho\\e\er. have not heen as fortunate, 
and (hex are now faced with the prol,- 
Icul of selling time at a higher rosl- 
iier-thou.-aiid listeners in the extreme!) 
competitive New ^oik market. Some 
downward rate adjustment will nn- 
doubtedls he neeessarx to hring their 
selling eosts l.aek in 'line. 

\V \ V I' is now delivering more lis- 
teners per dollar during the entire dav 
than an) other New Vrk area radio 
station. Should VTAAT ratings start 
to reflect any long-term downward 
trend, we would, of course, give seri- 
ous consideration to a rate adju.-tment 
in order to retain our cost-pcr-thou- 
sand leadership. 

Kdmi'M) S. Len 
Saks Manager 
II'ATV, Sea ark, 



BMB CRISIS 

(Continued from page 29) 

bMB's o])crating eosts have heen 
cut drastically. There are now no more 
"high-salaried" lover $20.000 1 men 
on the pa_\ roll. Actualh. there is only 
one major executive left— Coit Lang- 
lex, for r assistant to Hugh rVllis. 

ken Maker, acting president, shares 
responsil.ililies with Langlcy, hut is 
NAB research director and not on the 
BUB pa) roll. There are other operat- 
ing expenses that can he cut for BMB 
when and if it operates on a regular 
schedule. The cost of mailing and tabu- 
lating icsults of a ballot survey is 



man) times what it could be 


when 


there's no clear-cut plan on 


what's 


wanted from the survey. 




liven now with the ballots con 




by the thousands, it's not 




whether reports can be made 


m the 


basis of listening 6-7 times a 




times a week, and 1-2 times, a 


weeL 


or whether a less satisfactory 





age daily audience" figure will have 
to be substituted. SI'o.\soK with this 
anal\ sis prints test surveys made dur- 
ing October-November. l<Ufl, with fig- 
V. J. ures for "Average weekl) audience".* 



"Average daily audience", and n 
Hooper share of aduience for the same 
period during which the B.MIi test-bab < 
lot survev was made to determine bow 
daily audience figures compared with 
oncc-a-week figim- and a Hooper 
sharo-of-andienee percentage. 

As indicated in simnsok 2<i KVhru- 
ar\. maiiv developnient research men 
agree with 1 1 an- Zeisel that average 
dailv audience figures., arrived at from 
the 15MB ballot rntunis, are not. to 
sa) the least, ideal. However, the size 
of the sample mav preclude issuing 
the more detailed' figures. Kxperi- 
niental re.-earch is expensive, when it 
has to he done on an '"if" and once-in- 
three-) ears basis. 

It would be prohibitive for printed 
media to operate the Adult Bureau of 
Circulations if the methodology hadn't 
been worked out years ago and im- 
proved year by \car. Newspapers 
could not support Media Records if the 
basis for its reports on advertising 
linage weren't fixed and stable. The 
lack of consistent thinking research- 
wise is said to be one of the reasons 

*IIome» that )i>ten to the station once a 



WBT MAKES A GOOD I 






why Industrial Surveys, which did the 
first survey for BMB, didn't bid on 
the second. l.S. made a sizable net 
on the first survey, but couldn't go 
along with muddled executive think- 
ing, despite the fact that it had made 
ballot surveys for CBS for years. 

l!\ll! has passed through another 
crisis. The second survey w ill be com- 
pleted will be delivered. The problem 
that faces the committee which Justin 
Miller of the NAB appointed recently 
to report on the future of the industry 
research organization is not the second 
survey but BMIi's future. The five men 
appointed by Judge Miller know the 
MM 15 problem. Harold Ryan has lived 
close to the Bureau almost since its 
inception. Dick Shafto (WIS Colum- 
bia, S.C.) has spent many hours study- 
ing the. problem. John idmer (WCBAL 
Baltimore), for whom the current 
study can do no good since his station 
will be changing its spot on the dial 
practically concurrent with the. survey, 
is an oldtiiner in station management, 
and Charles Caley (WMBD, IWia), 
as well as Clyde Member! (KHLl), 
Dallas I, has been around for a long 
lime. They all realize that broadcasting 



is in a state of flux that has no com- 
parison in broadcast advertising his- 
tory — that it needs fresh accurate 
coverage and circulation data. 

Though there's no research man on 
the committee, and no advisory group 
of agency executives or advertisers has 
been named, it's certain that BAIB's 
importance to buyers of broadcast 
advertising won't be far away from the 
special committee's meetings. The big 
problem is still how to continue an 
industry-controlled coverage-research 
organization which will deliver honest, 
well-researched reports that will not 
hurt stations that arc doing a good 
job for their listeners and their adver- 
tisers. Auditing the circulations of sta- 
tions must be done. BMB can be re- 
designed to perforin any anil all the 
coverage- research needs of advertisers. 

Broadcast advertising supports 
Hooper, \ielson, I'ulse, and a number 
of other organizations. It can and 
should support BMB, feci most agency 
ami advertising executives, if only until 
such a lime that there's something else 
satisfactory, ready, and able to deliver 
the information which is any industry's 
audit bureau's responsibility. « « « 



3,000 STATIONS? 

(Continued from />«ge 31 J 

Iributed importantly to the increased 
sets in use. In other cities a new sta- 
tion or stations have cut into the es- 
tablished audiences of long-established 
outlets. 

In an important Southern market 
with four established stations an inde- 
pendent got under way and showed 
up for the first time in a City Hooper 
Report in 1916. The first year (1916- 
1947) the. new station increased morn- 
ing over-all sets in use over 10% and 
garnered for itself 21.6% of the audi- 
ence (sets in use I . In the afternoon 
it increased the sets in use over 2() r < 
and gained l!>.3'< of the total audi- 
ence for itself. \t nights during its 
first year it did not materially increase 
the sets in use (the increase was a tiny 
fraction of 1%). The station, how- 
ever, won for itself l!>.3 r c of the sets 
in use, cutting into the audiences of 
three out of the four established sta- 
tions. \ year later. 1917-19U!. the 
new station held approximately its 
same share of sets in use. but intensive 
promotion by the established stations, 
and t lie new" station, too, increased 




the (-veiling sets in use fn 


n 31.9', to 


31.1'«. so thai the four stations' audi- 


ences were returning In what thi-v had 




of tile inde- 


Ix-cii j.nor l«> the invasion 




In Prov idcnce a llirec- 


eai |n«tux 


looks like this: 


War \.M. I'.M. 


1 veniii" 


15 16 15.5 15.5 


30.sf 


•16-17 16.2 16.1 


J 1.2 


"17- "IK 17..". 19.5 


11.6 


The increase is pronounce! 


in the dav- 


lime heeause the three nev 


stalioiis in 



the 



In Washington. 1). (.. four new- 
day lime stations increased sets in use 
in the daWime and jumped evening 
sets in use in the evening, also. I low- 



then 



[. - 



ml <i 



rop 



10 17-1 9 IB in the nighttime, due to 
cmplia.-is on FM programing, and F.M 
figures were not included in this re- 
port. The Capital City figures are: 
Year 

15.0 



i are da\ lighl-iniK operations. 
. the da\time habit of lislen- 



"15--I6 
'16-M7 
'47-' IK 



16 

18 5 



\I. 


Kvcnin 


16.5 


31.8 


1.1.5 




19.5 




ot uni 


sual. 1 



SOUTHWEST VIRGINIA'S fsjOMeeA RADIO STATION 



We're not resting on our service re- 
cord of twenty-five years. We ably 
complement our CBS schedule 
with shows built to the needs of 
our region; that includes one of 
the top news depart- 
ments in Virginia. 
We're strong on pro- 
motion, too. So, for 
your share of the 
near billion our lis- 
teners spend each 
year — contact Free 
& Peters! ^0 



Using total HVIl vorcragv and Salvs Mmtagi'iiH-nt's 
iiKirl.i't figures, U'DliJ's area rt>i>rt>st>nls H.'y.T.'i^f t>f 
I irginin*s (and 7 oj West \'irginia's) total buying 
poin-r! 




creased average hours of li-tening per 
home, per day was reported recent l\ 
h\ A. C. -Nielsen for the past fi\ 
\ears. In 1913. the average home lis- 
tened 3.5 hour-, per dav. In 1918 the 
average home cheeked by Nielsen re- 
ported 4.4 hours of listening per day. 
This was an increase of 26'! . Nielsen 
reports that "the average network ad- 
vertiser is delivering sales messages to 
\2"r more home- today than he did 
two years ago." 

He also reports that costs per thou- 
sand homes including time and talent 
have gone down per thousands from 
S2.1K m hr>l quarter of 1916 to -S2.16 
in the fust (punter of 191!!. These 
figures cover network broadcasting. 

In metropolitan areas where the 
llooperating figures are gathered 1 36 
cities I a contrast of share-of-audience 
figures between M7-'"4f! and : 4K- : 49 for 
Deceniber-.laiuiaui) indicates that inde- 
pendent stations are increasing their 
share <>f the sets in use. Since TV 
is included in Hooper's figures, the 

dicative of increased listening to inde- 
pendent stations. It is reported never- 
theless for the record. 




'Ih. i 



of 



port the impact of the Hennv switch 
from NBC to CBS. since the month be- 
fore and the month after the switch 
are averaged. The figures were com- 
piled to indicate the appeal of inde- 
pendent stations — contrasted witli net- 
works collectively. 

There's little question hut that the 
number of stations on the air will 
reach 1,000 before the decline of the 
number of stations on the air starts. 

Once the freeze on TV applicants 
is lifted, hundreds of new video station 
applicants will be filed, granted, and 
construction will start. Al the outset 
there will be very little reduction in 
the number of radio stations agitating 
the clhei because in most markets 
radio must continue to pay the way. 

In many markets, including the 
rural, radio will be the number one 
broadcast advertising medium for a 
long time to come. It isn't possible to 
decide thai radio will be here forever. 
Forever is a long, long lime. . • • 
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JT DELIVERING A 
TREMENDOUS 
^ 3 CITY MARKET: 



Now 5000 Watts 

DAY and NIGHT — 560 Kilocycles 

KFDM 



ferfu/ morlcel — NOW, FIRST in fhe 

ling. Steady, diversified employment 
j fo/lcs here in o buying mood! Reoch 
wi,h KFDM, fhe ONE notion de- 
ing fhis rich 3-City Market! 



Studios at Beaumont, Teias 
AMERICAN BROADCASTING CO. 



d ti FREE ond PETERS. 1 



ARGENTINA 

(Continued from page 32) 

have testified that the) did not want 
to sell out, but it was a question of 
sell out— 01 else. . . . 

Broadcasting is vital to Argentinians 
because it's a nation of wide open 
spaces. Newspapers arc seldom seen 
b\ the non-metropolitan population, 
for even if the latter did travel to a 
center where pa|jcrs were available, 
they'll be at least a week old before 
the\ could be bought. The news, al- 
though undoubtedly government-col- 
ored, is fresh on the air. The stations 
are free to broadcast any news they 
desire — as long as it conies from a 
government-approved news agency. 

Music ma\ be broadcast without 
government okay, but all dramatic 
programs must bear the stamp of a 
IVron bureaucrat. As in all South 
American nations, advertising men re- 
fer to all drama as soap operas. The 
appeal of serial plays is enormous, for 
story telling has been important for 
generations in all Latin nations. 

There is little active censorship of 
commercials. Ding product advertising 
must be approved. However, there 
are no recorded commercials*, no jing- 
les, and no music is permitted behind 
announcer s voice. The announcer is 
not allowed to dramatize commercials. 
If he should be so tempted, it wouldn't 
be long before he'd lose his license to 
be on the air. \ctors. announcers, 
news commentators must be licensed. 

Commercials arc restricted to 100 
words. The\ may be broadcast ever) 
two-and-a-half minutes, but not during 
a dramatic or news program. In a 
half-hour drama, for instance, only 
three 100-word breaks are permitted', 
together with 50-word opening and 
closing announcements. 

Palmolive and Lux are the leading 
baud soap.-. Colgate, Kolynos, and 
Hiillips are the leading toothpastes, 
with Pepsodcnt. through the Lnglish 
l-cver ISrothers, coming up. They reach 
the consumers through broadcasting, 
despite all the restrictions. Listening 
habits show that what they call soap 
operas have the greatest audiences, 
with comedians and popular music 
dialed in that order. The number one 
program features Louis Saudrini, 
comedian, and his group of actors. 

Lever ISrothers sponsors, as its radio 
leader, a dramatic series. Radio Tea- 
Ira Atkinson's. Colgate- Palnioli\c-Pcct 
has a talent search 30 minutes twice 



a week, Descubriendo Estrellas (Dis- 
covering Stars). Sterling has a top 
commentator (rv)iza Ileillv) Li min- 
utes Monday through Friday. 

It is not cheap to broadcast in 
Argentina, despite the fact that there 
are less radio sets in the entire nation 
than there are in Greater Xcw York. 
About 1 0*~? of the population have 
receivers. Officially, there are 1.650.000 
receivers, and the population at the 
end of 194.". was about 15i.000.000. A 
30-minute program on 14 stations 
would cost 1,000 pesos for time and 
from 1.000 to 3,000 for talent. Of 
course, listening is far more intense 
than in the U.S., and the number of 
listeners per set is also higher. 

Activity of the big I T .S. firms in 
Argentina would make an observer be- 
lieve that the Americans were making 
real money in the country. The truth 
is that thc)'re still all whistling in the 



THE AUTO PICTURE 

(Continued from page 27) 

in over the weekend, placing orders 
for 50 new Pont lacs and boosting re- 
pair business to capacity. 

Why don't more dealers use radio, 
therefore? The answer lies in the 
structure of the auto industry's sales 
channels. 

When a dealer goes into business, 
lie has to obtain from the manufac- 
turer what amounts to a franchise. 
This usually takes the form of a con- 
tract (prepared by the manufacturer) 
which stales in considerable detail the 
conditions under which the dealership 
will be granted. Under this contract, 
the dealer maintains his franchise 
(which can be broken off b\ the manu- 
facturer) by handling and selling the 
ears in a manner and volume that will 
be satisfactory to the manufacturer. 
In the fine print of each dealer con- 
tract there is, more often than not. a 
series of clauses that refer to adver- 
tising. The general substance of these 
clauses is that the dealer advertising 
on new cars, or manufacturer's parts, 
accessories and whatnot, must con- 
form with the general theme of the 
manufacturer's national advertising, 
particularly if the dealer expects sup- 
port from cooperative advertising 
funds (joint dealer-manufacturer ad 
dollars spent to promote dealer mer- 
chandising operations). The degree 
of control that automakers exercise 



IN THE 

Pacific 
Northwest 

Serving 3,835,800 people 

• WASHINGTON 
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K X L L — Missoula 
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over this advertising varies from ab- 
solute (in which the dealer must ad- 
here closely to company-supplied ad- 
vertising material, such as mats, 
layouts, transcriptions, etc.) to a very 
limited control (in which the dealers, 
or more recently dealer groups, spend 
their own or co-op funds for what- 
ever form of advertising they choose. 

What keeps all dealer advertising 
from being carbon copies of the na- 
tional picture is the fact that in big 
metropolitan markets, and even in 
many smaller towns, dealers and dealer 
groups have their own advertising pro- 
grams paid for out of their own 
pockets. 

There is nothing new about dealer j 
co-op advertising. All major auto- ! 
maker and leading independent auto- 
makers engage in it. and have done 
so since the middle 1920's. In its sim- 
plest form, it is a 50-50 split between 
the dealer and the manufacturer on 
advertising that is done at the local 
level. However, co-op advertising 
money goes into advertising at na- 
tional and regional, as well as local 
levels, and the methods are not tmi- 

Dealer co op advertising (only a 
trickle was done during the war) steins 
from funds accumulated from an arbi- I 
trary advertising allowance per car 1 
(it ranges from §10 to $20 or higher), 
which is matched by the dealer, the 
money then going into a central co-op j 
fund. Chrysler, Crosley Motors, Ford. | 
Hudson. Kaiser-Frazer, Nash, and 
Packard work it on this basis, going 
50-50 with the dealer. General Mo- 
tors divisions (Chevrolet, Oldsmobile. 
Pontine, 15uick, and Cadillac), as well 
as Studebaker, have a "sliding scale" 
which runs from a dealer-manufacturer 
split of 71,5-2{».5^ (in terms of dol- . 
lars. about $10 of dealer money for I 
every $4 of company money on the | 
low end) up to approximately a 50-50 
split, depending on the volume of busi- 
ness in dealer territory. By law*, any 
co-op advertising allowance must be 
available to all retailers of the manu- 
facturer's product. Auto co-op adver- 
tising stays well within the law. and 
is generally a model of successful 
co-op merchandising. Sometimes, how- 
ever, the squeeze is put on the dealers 
(many of whom cannot afford to do I 
much advertising outside the limits of 
co-op advertising) by the automakers. 
(Please turn to page 62) 




Fighting a fire m a steel skyscraper is different from 
handling one in a two-story home — and it's the same way 
with radio hi different parts of the nation. 

The Southern listener is a little different from people in 
other parts of the country. He does respond better to radio 
programming that caters to his special preferences and 
attitudes. 

KWKH knows all this and has used the knowledge for 
twenty-three years. Hence we are years ahead in radio 
Know-How and listener-acceptance in this market. 

Whether you sell tobacco, tractors or toasters, you'll find 
this KWKH Know-How a big '"plus" in our four-state area. 
Write us today or ask The Hranham Company. 



KWKH 



Texas 



SHREVEPORT f LOUISIANA 



50,000 Watts 



CBS 



Arkansas 
Mississippi 



♦The Robir 



Act. 



The Dranlum Company, Represintatii <.s 
Henry Clay, General M.wager 
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It's ea-\ to hag hig profit.- in the Summertime in \VC< !< ) tcrrilorj . For North- 
wer-t retail sale- soar jn-l ahout a^ high lim ing June. J nl\ and \ngiist a- they 
do in any other sea.-on. More than $6W,000.000! 

And no wonder. During the 1 3 Summer Weeks. \\ CCO*s 308.117 farm 
fumiliei- harvest more than $8f>.">.000.000 in ea.-h. What's more, more than 
two million vacationists ad<l more than '200.000.000 in "good-time" money 
to the regular spending of \ car-round resident.-. 

Thai's why 18 major non-network sponsors ('M) r/ f more than the year 
hefore) stayed on WCCO all year 'round last year. Without ti Summer hiatus. 

They know, too, that 50.000.wall WCCO delivers the higgest share of 
the iVorthwe-t andienee. In the Twin Cities, for example. WCCO deliver.- an 
average daytime Snininer Hooper of 6.0... a 58^ higger average andienee 
than any other Twin Cities station! \nd all cttsli customers! 

Make your reservations now with lis or Radio Sales. . . for 1 3 wonderful 
weeks with pay on WCCO. And net a fortune. 





Advertisers know there is no monkey-business behind CBS' ability to lift 
their sales curves. For CBS not only has the highest ratings — and the 
highest average — in all radio, but for the third consecutive year delivers 
more customers per dollar than any network in radio. 



The Columbia Broadcasting System 



Whitehouse on the Hudson,— 
Station WHEC In Rochester 



....FIRST BY LENGTHS! 



*- 



b ° . wU d° NV ° lead 

liter Hoop«- r f rn0 on, 
evening 



WHEC is Rochester's most listened-to station and has 
been ever since Rochester has been Hooperated! 
Furthermore, Station WHEC is one of the select Hooper 
"Top Twenty"stations in the U.S! (Morn.Aft.and Eve.) 



STATION STATION STATION STATION STATION STATION 

WHEC B C D E F 

41.1 24.1 8.3 4.6 14.5 5.8 



39.5 31.1 6.6 8.2 13.4 t ,' e l'Z 
DECEMBER 1948-JANUARY 1949 HOOPER ""o™ 



BUY WHERE THEY'RE LISTENING:- 



WHEC 



member gannett 
radio Group 



5.000 WATTS 



sh'vei: EVERETT & Mc KINNEY New York, CWcogo, HOMER GRIFFITH CO., Lot Angeles, San Fi 
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New advertising dollars for TV 

TIu\v*r«» coining from sales iin«l sales promotion 1hmI$»'oIs: 
from firms Hint uovor nsori Hie iiir before 



they've neir to broadcast advertising 




CPfltt P a P er uses D one Lucas and her sophisticated cooling instruction OfmU/ sn ' r,s an< ^ collars are an amusing part of the "Arrow Show". Cluett- 
oLUll in its air debut to sell metropolitan homemalers on litchen tissue dl IUW Peabody feels sight is essential to sales. It never warmed up to radio 




Of the <W nalional spoil- 
ClL sor» on I \ networks dur- 

ing the month of Febru- 
ary, nearly one-third have never used 
radio, or used radio so long ago that 
it has not been a factor in broadcast 
advertising. While these U advertisers 
didn't spend one-third of the money 
invested in visual network advertising 
during the month, they spent about 
25% <-f the 8561,537 gross billed for 
network time, S135.10-1 to be exact. 

There were 265 national or regional 
advertisers using selective (market-by - 
market) television in February. They 
spent, in round numbers, £727.000, or 
nearly 29^ more than network ad- 
vertisers. Of the $727,000. $137,000 
was spent by advertisers who have not 
been using radio. A considerable por- 
tion of the rest of the advertising 
money invested in selective TV eainc 
from advertisers who have not been 
active recently in radio. To make the 
picture as clear as possible, only those 
advertisers who have not used the air 
for many years are included in the 
non-users of broadcast ad figures. 

On the local-retail level, $509,459 
was spent by advertisers. Since retail 
merchants are in and out of all media, 
it is almost impossible to determine 
how much of this half-million plus is 
"new" to broadcast advertising. 

Because television is for the most 
part controlled by executives who have 
been in broadcasting for years, it has 
not been too well sold to non-radio 
advertisers. Promotion has been dir- 
ected for the most part to firms that 
have used radio, or who have been 
tabbed as being prospects for the air, 
as it existed before TV. The broad 
field of advertising that appeals to the 
eyes rather than the ears has barely 
been scratched. Firms like Cannon 
Mills (towels), Van Raalte (women's 
hosiery and underwear), and Standard 
Sanitary (American Radiator) have 
not only had, by their own admission, 
inadequate solicitation but in a number 
of ca es are amazed by the fact that 
they have not been contacted by lead- 
ing TV networks and stations. 

While a number of advertisers look 
upon TV as a selling medium rather 
than ati advertising medium, there is 
still the danger that it will be sold 
as a publir relations device rather than 
the direct selling medium that it is. 

15i<rgest '"new money" spender in net- 
work-TV is Admiral Corporation, 
which in the month of February bought 
$1.1,009 worth of time on 35 stations. 
Admiral also spends a few hundreds on 



selective T\ . but not enough to be a 
factor in market-by -market television. 
Only TV advertiser exceeding Admiral 
in time buying is Cillette Safety Ha/or, 
which with a 17-station network s|>ent 
$43,200 during the month of February. 

Other non-radio advertisers who 
have tinned to network TV with sizable 
network budgets include: 

K , Y* h - G ^ 

Om'tt ' Pcubo'i: . $ 1 oisoo 

Kismy. Inc 7.5B0 

DuMont ........ ^. 2B.544 

Scou'raper 

A. Stein 3.510 

Textron 1,4-10 

(on part of month only) 
Unique Art 2.520 



In the selective field the leading 
spender is ISulova I see What makes 
llulova tick?, page 23) with around 
$127,000 invested monthly in time sig- 
nals. No firm, new to broadcast adver- 
tising, approached this figure in mar- 
ket-by -market TV. Just as Uulova is 
second in selective use of radio (Col- 
gate-l'almolive-l'eet leads the field), it 
leads the selective use of the TV medi- 
um. Second biggest selective spender is 
also a watch firm. Henrus, which 
spends more than one-third of the 
llulova organization's TV advertising 
budget. 

The "new money" in selective T\ 
is made up of a number of small 



TV budaets didn't a fieri their radio 




t Oil kept its "We, the People" radio program going when it added TV cameras to each 
iring. It even added the "Gulf Show" on TV without cutting its broadcast budget 



f'lrnptnnft didn't change its budget for "Voice of Firestone" when it addec 
MIKMUNK on NBC-TV. To Firestone, IV is a direct selling medium with tra 
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budgets. They add up. 
pre\ iou-ly, lint they're : 
slowlv. The\ inrlude: 



is indiraled 
nking haste 



Tlie new sclecti\e TV advertisers 
generally use one or two stations. It 
is the exceptions, like Whitman. Tele- 
vision Guide. BVT). and Golden Blos- 
som Honey, that use three or more sta- 
tions. 



Out of February's 265 selective TV 
users. 45 were brewers, the largest, 
numerically, industry classification in 
T\ time l>ii) ing. Since most brewers 
have at some time or another used 
radio, beer's use of the medium does 
not represent new firms invading the 
air. However, many of the 15 brewers 
in television were not using radio when 
they dec ided to lest the medium. 

Pioneer non-radio advertiser now 
using television is Botany, which for 
\ears has used ils "little lamb" on 
the air to sell men's ties and which is 



iid your eyes 
\ this page? 




REID H. RAY 

FILM INDUSTRIES, INC. 

2269 Ford Parkway 
ST. PAUL, MINNESOTA 
208 So. LaSalle Street 
I CHICAGO, ILLINOIS 



now expanding its TV c 
include Botany fabrics. Botany 
spending much money, but its an 
merits are on seven stations, at a 
time cost of around $2,000 durins 
February. Botany still feels it's study- 
ing the medium, but it's using weather 
reports, half-minute in length, just as 
it has since it got ils feet wet in TV. 

Although the pioneer floor-covering 
firm in TV was Alexander Smith, the 
big rug-and-caipet user of the medium 
now is Bigelow .Sanford. w hich used 
radio directly only once on a three- 
station MBS network manv years ago. 
Bigelow Sanford also shared in the 
broadcast advertising hill? of a number 
of its dealers, but has always felt that 
it ret] u i red pictorial presentation ol 
its product in order to sell. To all 
intents and purposes. Bigelow-Sanford 
can be called "new money 7 ' for TV. 

Another floor-covering firm. Bona- 
fide Mills, makers of Bonnie Maid 
Linoleum, conies to the air without 
ever having used broadcast advertising 
nationally before. While its $5,760 is 
not a big appropriation for time, it's 
a real departure for this firm. 

The fashion field is not certain of 
TV . It admits that TV should sell for 
it. but it's notoriously backward in 
advertising. Current leader is Iland- 
maeherVogcl, which started in Febru- 
ary with minute and 20-secoud com- 
mercials in 25 cities (26 stations). 
Broadway stars modeling liandmachcr- 
\ "gel's Wcathcrvane suits are the 
pictorial basis of the. campaign. The 
local specialty shops handling Weather- 
vane suits are included in the 20- 
second and minute commercial motion 
pictures aired. Most of the Weather- 
vane campaign will inn for nine weeks, 
three times a week. The exception is 
\V\BT. New York, which will show 
the commercials for 13 weeks two times 
a week and WHV ,\W York, which 
has the campaign for four weeks. 

Because TV seems certain to make 
TV set owners fashion-conscious, a 
number of fabric houses are trying 
the \ isual air. Leaders arc Bates and 
Textron on the networks. Other fab- 
ric houses are cooperating with local 
department stores and pattern pub- 
lishers during this development period. 
Bates unfortunately found itself com- 
peting with Arthur Godfrey's Chester- 
field program, which wasn't good. It 
has now moved to 10:10 p.m. Sun- 
davs. where the competition docs not 
dominate the viewing. 

Textron has just started on the air 
({'lease I urn lo page. 62) 
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magazine 



SPONSOR: "Television Guide" AGENCY: Placed .lirect 

CAPSULE CASE HISTORY: 'Television Guide", consumer 
video magazine, recently ran a test campaign on WIS' HI. 
New York. It used only three one-niiiiute film announce- 
ments, which featured a S3 subscription price and a tele- 
vision screen filter as a premium. No other advertising 
was employed for four days before and four days after 
the test. The result was direct orders for 2,190 subscrip- 
tions, amounting to §6,591. The cost to the sponsor for 
the commercials was $270— an advertising expenditure of 
4.1 cents per dollar of sales. 
WNBT, New York PROGRAM: F 



SPONSOR: Atlantic Rrcw 



VCENCY: Placed dir. 



CAPSL'LE CASE HISTORY . As a promotion stunt, Atlantic 
Brewing is running a "Miss Tavern Pale of 1919'' contest 
in the Chicago area. Final winner will be determined 
this Summer through weekly elimination beauty contests 
on video, conducted at intermission time during \VC\- 
TV's wrestling telecasts from Madison Arena. Chicago. 
C ontestants are selected from televiewers' nominations, 
weekly winners by viewers' votes. 11,716 ballots resulted 
from the first week's voting, 8,638 of them mailed in, 
3,078 placed in tavern ballot boxes. 

WGiV-TV, Chicago PROGRAM: Beauty Contest 





TOYS 






TV 

results 

L 




SPONSOR: Marvi Toys Inc. AGENCY: Placed direct 
CAPSULE CASK HISTORY: This sponsor began to use tele- 
vision late last Fall, with an eye, naturally, on the Christ- 
mas trade. One-minute film commercials, with live narra- 
tion, were placed on "Junior Frolic", a late-afternoon 
children's program Wednesday through Sunday. Com- 
mercials showed motion shots of the four Marvi plastic 
toys, designed for children between two and seven years 
of age. Viewers were asked to send in SI for the set of 
toys. More than 7,000 replies, with money enclosed, came 
in before the end of the year. 

WATV, Newark. N. J. PROGRAM: "Junior Frolic" 



CURTAILS 



LOC AL STORE 



SPONSOR : Cameo Curtains, Inc. AGENCY: William L. Sloan 
CAPSULE CASE HISTORY: Before experimenting with TV 
advertising, Cameo Shir-liack Curtains were sold in only 
one retail outlet, and had a total wholesale volume of 
S400 in Philadelphia. Company undertook a two-month 
television test, using thrce-a-week one-minute film com- 
mercials. The announcements cost .$912, and were jug- 
gled around from hour to hour; during this time, no 
other ad media nor supplementary promotion was used. 
At end of test period $55,000 (wholesale) worth of cur- 
tains had been sold through six department store outlets. 
WFIL-TY, Philadelphia PROGRAM : Film 



SPONSOR: Meyer & Thalheimcr AGENCY: Placed Direct 
CAPSULE CASE HISTORY: Last Fall, Meyer & Thalheimer, 
a local stationery store in Baltimore, bought 26 one-min- 
nte. announcements to be run one a week. Day after the 
first one, the first six customers in the store mentioned it. 
Sponsor now runs three onc-niinute announcements a 
week on WMAll-TV. plus a five-minute weekly program 
called "Toy Parade '. M & T consider television "the most 
outstanding advertising medium that could be used," both 
from the standpoint of actual sales results and customer 
interest created. 

WUAR-TV Baltimore, Mil, PROGRAM: "Toy Parade" 



CONTRIBUTIONS 



REPARTM EXT STORE 



SPONSOR: None 

CAPSULE CASE HISTORY: On Friday, 18 February. 
WBKB carried a telecast of the "Chicago Sun-Times'* 
11th annual ice show for the benefit of hospitalized vet- 
erans. Huss Davis, narrator of the spectacle, suggested 
to viewers that it would be a nice gesture on their parts 
if they would "pay" for their ringside seats by sending 
him contributions to the vets' fund. The suggestion was 
made casually, and with no particular plea, but within 
four days Davis had received well over 200 letters from 
his audience, containing a total of $1,166.50. 
WBKB, Chicago PROGRAM: Special event 



SPONSOR: D. II. Holmes Dept. Store AGENCY : Plared direct 
CAPSULE CASE HISTORY: This sponsor is reported as 
being completely sold on television as an advertising 
medium since debutting in video with two programs 
last December. Shows are "A Date With Pat' and 
"Alexander Korda Films.'' "Date" is a disk jockey pro- 
gram, with debutante Pat Tobin vocalizing, modeling 
Holmes' dresses, and generally displaying the store's 
products. Recently, Miss Tobin showed off a chocolate 
cake, and sampled a piece. Before the commercial was 
o(T the air Holme- had 12 orders for the cake. 
WDSU-TV. New Orleans PROGRAM: A Date With Pat" 




The MOST COMPLETE HIGH 
FIDELITY PLAYBACK MACHINE 

Ploys 78 ond 33-% rpm up to 17'/,"— Only 
15 pounds— Sturdy woodcose— 6 inch speok- 
er Feolherweight pick-up — Rugged motor 
— Wow-free reproduction — Volume ond 

'eT but n "°reploceob"e 'ow priced or 

pu^neXnote $57-50 

—Air cooled— 90 doy 

guorontee. AC only 

AC-DC Model $77.50 
Microgroove add $10.00 
All prices FOB factory 

V/te cAudio-Mailer Co. 

425 Fifth Ave. « New York 16, N.Y. 
MU 4-6474 




FM Channel 287 — 15,000 walls 



V 1)SI'\ dominant I Ioopcralin K . pioneer- 
ing >,r,„t an.l l.ith l.vKiur lo>.,l.v is 
lilt huy in New Orleans! 

NEW ORLEANS ABC AFFILIATE 
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|>.S. (Continued from page l i) 

remaining 500 prospects. The 18' i in new sales forced General 
Making lo extend its delivery area three times — with Weil giving 
full credit to If hat's in a Xante? and \\ TWA. 

The program lias already used up .ill the more or less eommon 
names that Harry Goodman had produced for it, so the station is now 
doing the research job on predominant names in the area, and pay- 
ing Goodman for the right? to the program idea. 

See: "How Stations Merchandise" 

IsSUe: 28 February 1949, page 22 

Subject: WKRC. Cincinnati. KMOX, St. Louis, 
strong in merchandising 

Although less than one-fifth of the nation's stations do any real 
merchandising, it's noteworthy that in those areas where one station 
goes all-out on this angle others generally follow suit. Cincinnati 
is a prime example of a territory with stations which are particu- 
larly conscious of sales promotion and merchandising. 

WLW. undoiihtedlv the country's No. 1 station merchandiser, and 
WSA1 are not the only promotion-minded outlets in the Ohio Valley 
territory. Another Cincinnati station to win recognition in this 
direction is WKKC. awarded honorahle mention for overall station 
promotion in 191!! hv Citv College of New York. One of the 
merchandising plans which helped W KKC to this honor is its Key 
Item Plan. 

Briefly, this plan makes WKKC listeners the customers of inde- 
pendently-owned drug and food stores in the Cincinnati Tri-State 
area. The plan is of mutual henefit. The stores distribute a monthly 
magazine, Keynotes, for the station, sending it to a circulation which 
has grown to 110.000 during the four years of the magazine's 
existence. Keynotes publicizes talent and shows on WKKC to build 
listeners for the air-advertised products carried by the stores. Kach 
muni]] one advertised product is highlighted as the "Key Item." 
with counter displays and news pictures (of the product) in win- 
dows helping to push the particular item. Qui/ programs offer 
prizes to listeners who answer correctly what the news picture of 
the month depicts. 

WKKC also ties up promotional])- with independent film exhibi- 
tors and juke-box operators. Fifty-two neighborhood theatres use 
daily trailers on WKKC and Keynotes, in return for which the sta- 
tion broadcasts information concerning the movie houses. This 
Summer \\ KKC and the theatres will jointly sponsor community 
baseball teams to boost theatre attendance and make patrons more 
WKKC-couscious. 

Automatic Phonograph Owners Association, members of which 
operate 1.100 juke boxes in the area, works with WKKC in placing 
placards in locations and cards on song-selection panels which 
feature a WKKC program each month. \ monthly top number is 
also selected and then featured by the station's disk jockeys and by 
the juke boxes. 

KMOV St. bonis, is another Midwest station very much con- 
cerned with merchandising. A current promotion of the station 
invokes 70!) grocery and meat markets in the Greater St. Louis 
area, a poinl-of-purchase sales builder which, because of its value 
in promoting elhcicnl store service, is assured prominent store 

The idea consists of a large display easel, with the lop half a 
framed removable poster promoting KMOX personalities and pro- 
grams, and the lower part containing numbered cards that indicate 
the next to be served at the counters, ("aids (which also cany 
facsimile of advertiser's package) and posters are changed monthly. 
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The C.B.S. Affiliates in | Georgia's First 3 Mar 




THE TRIO OFFERS ADVERTISERS AT ONE LOW COST: 

Concentrated coverage • Merchandising assistance 
Listener loyalty built by local programming • Dealer loyalties 
— IN GEORGIA'S FIRST THREE MARKETS 

The Georgia Trio 



Represented, individually 




and as a group, by 



THE KATZ AGENCY, INC 

3rk • Chicago • Detroit • Atlanta • Kansas City • San Francisco • Los Angeles • Dallas 
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NEW TV MONEY 

I don tinned from page 58) 

with a now program featuring l'aul 
and Grace Hartnian. It's an \I?C Sun- 
da\ night program also, but thus far 
hasn't made the entertainment grade. 

\ow money for TV advertising 
hasn't all rome from new air adver- 
sers. Some regular users of radio 
have appropriated extra mime) for T\ . 
Others lui\e found that sales promotion 
budgets can be raided for TV sinee 
tops to promote. Just 
TV help.- to sell a 



product, Among the firms that have 
"found'' extra money for the medium 
are Gulf Oil (simulcasting It e tlie 
I'eoplr on CHS, telecasting The Gulf 
Shou on \h*C-T\ ), Firestone (present- 
ing Americana) . and Forth 

Despite the millions being poured 
into television, it's still wide open as 
a selling medium. Practically ever) 
time something is offered (for cash) 
on the air thousands of viewers write 
in. That has ranged from Lucky I'up's 
offer of four photographs of the pup- 
pets for 15 cents, with a response 
lg oOO a dav for several weeks. 




BM/ "PA^° 0ff FOR 



to Jon Gnagy's offer this month 
March) of a book on drawing for SI. 
Gnagy pulled oxer 6.000 responses! 

Television need not draw upon radio 
budgets just as long as it's viewed 
as a selling rather than an advertising 
medium. That, of eourse, will require 
a new approach by advertising agen- 
cies. That ma; be difficult, but it isn't 
insurmountable. « « « 



THE AUTO PICTURE 

(Continued jrom page 47) 

particularly when eonipaii) brass have 
extreme likes or dislikes about the 
media used 1>) dealers. This takes the 
form of the automaker sending out 
prepared ad materials (kits of layouts, 
mats. e.t.V, films, etc.), and refusing 
to okay the allocation of any eo-op 
funds unless this material is used, bas- 
ing the refusal on the advertising 
clauses in the dealer's contract which 
state that local advertising must, in 
the judgment of the company, benefit 
e dealer. 

Such eases, fortunately, are few, ami 
the pressure is put more on the small 
dealer who is working on a small over- 
all profit picture than on the big-eily 
dealer or on dealer groups, who vir- 
InalK have a free hand in their adver- 
tising. In terms of broadcast adver- 
tising, the company's feeling is nioli- 
n nearly every ease of company 
e by the fact that one or more 
nking officials is rather sour on 
since radio lias not (usually 
through the automakers' refusal to 
stick consistently to any one form of 
radio selling) always produced good 
result!.. It does not apply to TV, he- 
TV is loo new to have developed 
deep-seated prejudices! 

There is a certain amount of adver- 
tising done at the national level that 
is. strictly speaking, dealer advertising. 
Since nearly ever) automaker does it. 
this type of advertising ean he gen- 
erally said to lake the form of maga- 
zine ads or newspaper ads. and some- 
limes billboard campaigns, where the 
selling message is primarily inslilii- 
l lional on behalf of Chevrolet, or Ford, 
or Dodge dealers without being spe- 
cific about individual names and ad- 
I dresses of dealers. These campaigns, 
i paid in most cases out of co-op funds, 
arc rim in national media, and are 
administered by the automaker and 
either his agency of record or the 
agency that has the dealer account. 



BROADCAST MUSIC,INC. 

NIW YORK • CHICAGO • HOLLYWOOD 
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They follow out tlic general themes 
used in selling new cars nationally, 
hut with dealer emphasis. In prat-tire, 
the Ford dealer is plugged as being the 
best place to have new Ford cars serv- 
iced, and m> forth. Only two dealer 
recounts arc using national broadcast 
advertising at the moment. The Ford 
Dea'crs, through J. Walter Thompson, 
sponsor The Fred Allen Show on 
NBC (which may or may not be con- 
tinued after June, 1949, since Allen 
wants to retire for awhile). The 
DcSoto-Plynioiitli Dealers sponsor a 
give-away show on CBS. Hit The Jack- 
pot, through BBD&O. In most cases 
the tiiiie-and-talpnt costs are paid out 
of conipanv-adminislered funds from 
the co-op budget, because the costs 
for such shows would he astronomical 
if confined to even the largest dealer 
groups in leading metropolitan mar- | 
kets. 

There are no TV programs on a 
national hasis now that are paid for 
out of co-op funds, except for some 
TV selective announcements and sport- 
casts paid for by the Ford Dealers and 
the Lincoln-Mercury Dealers. Lntil 
January of this year, various Chevro- 
let dealer groups in eastern TV mar- 
kets were sponsoring Chevrolet On 
Ihomlnay. with the costs pro-rated 
(according to the number of TV sets 
in the market) among the sponsoring : 
groups. After January, with TV 
drama costs mounting and the Chevro- 
let national account seeking a TV 
show, the dealers dropped it, and 
Chevrolet proper took it over as na- 
tional advertising. 

On the next level down from nation- 
wide dealer selling, that of dealer- 
group advertising in large metropoli- 
tan markets, the type of advertising 
which is paid for (either out-of-pocket 
or as part of a co-op deal) bj "pool- 
ing" funds of individual dealers, and 
huyiug shows and spot schedules in I 
radio and TV, is the newest and hot- j 
test trend in dealer advertising. Like j 
co-op advertising, dealer-group adver- 
tising is nothing new. 

Broadcast advertising has recently 
figured more prominently in dealer- 
group advertising than it has in the 
national aspects of auto advertising or 
auto-dealer advertising. And. of the 
broadcast media used, none has cap- 
tured the fancy of dealer groups in 
the manner of television. For one 
thing, it has the factor of being a ; 
visual advertising medium, something 



that has held back main auto dealers 
from becoming broadcast advertisers. 
For another, early studies on TV re- 
sults in the auto field (particularly 
those achieved in the New York mar- 
ket, which has so far been the bell- 
wether for dealer-T\ operations) 
showed that the visual air could pro- 
duce sales results that were uncanny. 
Today, there is a total of 61 dealers 
and dealer groups on the TV air in 
20 (67 r ;) of the T\ markets in 
the U.S. Of the 61, 46 (75.5*7 ) 
arc individual dealers and 15 (2-1.5*"' ) 
arc dealer groups. The dealer expendi- 



tures in the visual air medium are 
balanced 50-50 with programs and an- 
nouncements, the majority of them 
being paid for out of co-op funds. 
Dealers of all the major makes of 
antos arc represented in this group. 
Program preferences range from sports 
and news, through film and quiz pro- 
grams. Announcements are often pre- 
pared b) the automaker's agency or 
advertising department, and passed on 
to the dealers in dealer kits for TV 
usage. Dealer groups, in a 60- 10 ratio, 
go in more for programs than spots. 
Again, it is largeb co-op moiic) that 




Distribution of listeners amonq San Antonio 
stations, based upon the C. E. Hooper Fall. 1948. 
Study of Listening Habits of 320.940 Radio 
Families living in 65 South Texas counties*: 



MORNING (6:00 A.M. to 12:00 Nooi 



AFTERNOON :T2:00 Noon to 6:00 P.M.) 



EVENING (6.00 P.M. to 12.00 Midnight* 



NOW, MORE THAN EVER, WOAI STANDS OUT AS "THE MOST 
POWERFUL ADVERTISING INFLUENCE IN THE SOUTHWEST" 



WOAI 

m m a * nbc • so.ooo'wms • clear channel . ton 
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83 TV RESULTS 

All in one handy 
booklet — 83 Capsuled 
Case Histories of 
successful Television 
Advertisers 

EACH contains these essentials: 

• Advertiser 

• Product 



Agency 

Station 

Program 

Objectiv 

Results 



type 

> of campaign 



Have you yours yet? 
write to . . . 

SPONSOR 40 West 

52 Street, New York 19 



mid ambitious, mid 
(for both programs 



ns are large 
r-all budgets 
id announee- 
meiits in some areas) can run as high 
as i he $160,000 earmarked for the 
Chevrolet Dealer sponsorship in New 
York of dinner Take All on WCBS- 
TV. Golden Cloves Hauls on WT'IV 
and announcements on WJZ-TV. 
WM5T, WWW), and WCHS-TV. 

Dealer-group efforts in TV are by 
no means confined to New York, al- 
though it was in that eitv that they 
really got their start. The Chevrolet 
Dealers of Baltimore run announce- 
ment schedules in that eitv on \V1 SAL- 
TV, the City Oldsmohilc Dealers of 
Baltimore do likewise on the same sta- 
tion and the Ford Dealers of Mary- 
land sponsor a weekly two-hour wrest- 
ling show on WAAM. The Hudson 
Dealers of Greater Chicago sponsor 
wrestling and the Xash Dealers of Chi- 
cago sponsor hoekev matches on 
VBKR in the Wind> City. In Cincin- 
nati, the Dodge Dealers of that city 
arc boosting sales for the ten dealcr- 
mcinbers of the group with an elabo- 
rate weeklv studio review, Olxmpns 
Minstrels, on WLWT. On the same 
station are the Pennine Dealers of 



WMT takes the gamble 
out of Bettendorf 




(IOWA) 

. . . just as it docs throughout 
wealthy WMTiand. Bettendorf, the 
home of the new $,'50 million Alcoa 
plant, typifies the industrial part 
of W.MT's audience. Equally impor- 



tant f 
perou 
radio: 
„ho , 

hiffh 



re Iowa's well-informed, pros- 
» farmers, 90'/, of whom own 
, 85'; of whom have tclc- 
s. They helped Iowa's retail 
in 1948 climb to the all-time 
•stiinated at $2,:S74,712,Ot)0. 



When you've a product or service 
to sell the hi^h-income, free-spend- 
ing Eastern Iowa market, the odds 
are in your favor when you use 
WMT— Eastern Iowa's only CHS 
outlet. Ask the Katz man for full 
details. 



WMT 

CEDAR RAPIDS 

5000 Watts 600 K.C. Day & Night 
BASIC COLUMBIA NETWORK 



Greater Cincinnati with an audience- 
participation show. Who Am I?, which 
they renewed reecnlh until February, 
1950. Also on \\ L\VT the Ford Deal- 
ers of Cincinnati ha\c an announce- 
ment schedule. 

This is by no means a complete 
nationwide list. It will ser\e. however, 
to show representative examples of the 
scope of dealer-group clforts in the 

In radio, dealer-group and straight 
dealer advertising runs the gamut. Al- 
most ever\ one of the major radio 
markets in the country has dealer 
groups, or large dealers, or both, buy - 
ing radio time. Program preferences 
range from locally-produced shows 
(such as the Chevrolet Dealers of Iowa 
sponsorship of a noontime quarter- 
hour. Chevrolet Harmony Time, on 
WHO. Dcs .Moines, to reach I he lucra- 
tive Midwestern farm market with 
Che\rolct's sales message I , transcribed 
shows and jingles (such as the spon- 
sorship of the Ziv-produced Wayne 
King Show by the Greater Cincinnati 
Nudehakcr Dealers on Wk'RC. Cin- 
cinnati, or the Harry Goodman- 
produced Weather Jingles on WUXL, 
Richmond, by Smith-l'tlei-back, Inc.. 
| a Dodge-Plymouth dealer), and net- 
work co-op shows (such as the spon- 
sorship bv the Beason Motor Co., a 
Packard dealer, of ABC's Mr. Presi- 
dent on KFGO, Fargo, and the Pontiae 
Dealers Association of Metropolitan 
Boston with MutuaFs Fulton Lewis, Jr. 
on WXACL 

At least one auto firm. Chrysler, has 
taken its cue from the wide- pica d use 
j of e.t. shows In auto dealers, and is 
putting out its own e.t. package for 
1 Chrysler-Plymouth dealers. Chrysler's 
shows are the five-minute Animal 
1 World and Ameriean War. which arc 
i sponsored, cither singly or as a joint 
' effort, by a total of fW»5 dealers in 
more than 150 markets. Kaeh dealer 
| pays a flat $5-a-wcek fee and time 
I costs (billed on his Parts \ccount) 
I for the e.t.'s, which arc then placed on 
I a station in his market by McCann- 
I Kriekson. which collect* its 15^ by 
paying national rates and doing its 
thiicbiiyiug on a national basis, 

Just as the coming buyer's market 
in autos is expected to sec increasing 
amounts of spending by automakers 
for national broadcast advertising 
media, indications in all levels of 
dealer advertising show that dealer 
spending will parallel this national in- 
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40 West 52nd 



(Continued front, page 4) 

issue, prompts this, my first letter of 
comment to an editor. All radio sta- 
tions, or all management do not fit in- 
to the picture therein painted. 

In December, 1948, this station 
adopted a policy of pushing trans- 
criptions. As an inducement to the 
sponsor, we offered a 20% reduction 
in station time. As an extra induce- 
ment to our sales stall, we offered an 
additional 5% commission. These 
were made applicable to any trans- 
cribed show contracted for prior to 
June 30, 1949, and applied to the first 
year of the contract or time that the 
show should he carried on a con- 
secutive basis. 

We advised several of the leading 
transcriptions firms of this policy and 
asked for their cooperation, in our 
plan to educate the sponsors of our 
area in the value of transcribed shows 
as a medium of selling. 

Only one firm responded by a 
liberal reduction in price, during the 
first year of our plan. All other firms 
held to their price, but asked us to 
sell their shows. Frankly, I want to 
meet the transcription company head 
that sells shows locally for a regional 
or local outlet. 

Oh. yes— our results in selling. Ten 
transcribed shows sold in the first 
two months of our drive, and more 
under negotiation — all sold by our own 
staff, at no cost to the transcription 
company, other than their reduction in 
favor of our plan. If I were in posi- 
tion to offer a suggestion to the 
"Lamenting Producer of Transcrip- 
tions", it would be to work with the 
management of the independent sta- 
tion, under a joint plan of reduction 
of costs, and thereby educate the adver- 
tiser in the value of this important 
part of radio sales. 

WlLUAM II. HVUI'T 

President and Station Manager 
KVVC, Ventura, Calif. 

ANSWERING LOYET 

Mr. Lovet. as resident manager of 
WHO. I)es Moines intimated in his 
letter to SPONSOR. 14 February, that 
the Doody findings were weak, since 
WHO was an exception to an attempted 
rule. Doody Surveys, as described in 
Part Five of the series, "What's Going 
on in Farm Research " (page 24 of the 



17 January issue), gave more credit 
to technical considerations than pro- 
gram appeal as reasons for substantial 
station audiences. 

Mr. Loyet submitted a table show- 
ing signal field strengths of stations 
arriving in the Ouiucv area (WTAD 
dominated); and because WHO. in 
sixteenth position for strength, man- 
aged to rate second place in area day- 
time audience, Mr. Loyet concluded 

" that local farm programing, 

which WHO stresses, resulted " 

in WlIO's favorable position. 

It might be pointed out, in accord- 
ance with the .sponsor article, that (1) 
WHO does believe in self-promotion in 
the area: (2) WHO is the NBC net- 
work outlet that lies in a preferred 
frequency position on the dial (1010), 
along with the first five stations of the 
area, WTAD (930), WCAZ (990), 
k'HMO (1070), and KMOX (1120); 

(3) that KSD (NBC) of St. Louis, 
with preferred signal strength over 
WHO (according to Mr. Loyet). still 
is at the other end of the dial (550) — 
however. KSD ranks a poor sixth posi- 
tion in the study, due probably in j 
added measure to "first on your dial"; 

(4) CliS still rolls up the best daytime 
score against NBC. MBS, and non-net- 




STUMPED! 



97,410 Radio Homes 

in the area served by 

KMLB 

— the station with more 
listeners than all other 
stations combined — 

IN N.E. LOUISIANA 

Kansas City, Missouri. 17 la. parishes 
and 3 Ark. counties are within KMLB's 
milevoll contuar. Sell it an KMLBI 




KMLB 

MONROE. LOUISIANA 

* TAYLOR-BORROFF & CO.. Inc. 
National Representatives 
* AMERICAN BROADCASTING CO. 
5000 Waffs Day • 1000 Waffs NJgnf 



She says she'll marry me but refuses to leave town to go on honey- 
moon. Says she won't risk missing her favorite KXOK programs. 
What'll I do? 

Anxious 



Dear Anxious: 

No reason why your bride should miss ANYTHING on her honey- 
moon. Go on your honeymoon anywhere from west-central Missouri 
to Indiana, from Iowa to Arkansas. KXOK's powerful signal can 
reach her any hour of the day or night, even into Tennessee and 
Kentucky. Any John Blair representative will gladly help set your 
itinerary. 

KXOK, St. Louis 

630 on your dial 
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work stations represented In the five 
stations uiidei item I 2 I. j list as id the 
36-cit\ Hooper repoits: (5 I that 
should WHO have heen located at the 
other end of the dial, with pen hap.* 
e\en heller field strength, it may have 
fared h-s- well hut network competi- 
tion would perhaps have still placed 
combined M5C outlets in a high posi- 
tion: and 1 6 1 AliC was not on a /><•/- 
jerrrd KC frequency at tile time of the 
\\ T \1) survey with St. Louis (110 
miles) and Kansas Cit\ (17.', miles 1 
limiting their promotion aridities in 
that a.ea. 

Station domhiauee. whether due to 
power or field strength, pre for rod frc- 
<|iienev or relative proximity to radio 
set. network aH.lialioii and/or self ad- 
vertistiient — maintains audiences more 
than programing. 

■\M>HKW S\HK\I» 

Edward C. Booth & Co. 
St. I '.on is 




The Texas Rangers, America's 
greatest western act, for many 
years stars of radio, screen and 
stage, now are starring in their 
own television show on CHS- 
Los Angeles Times station 
KTTV each Monday evening. 
They star, too, on the CHS 

Saturday afternoon, 4-4:iO ES T. 



Advertisers and 
sales plan! Ask ah 



BULOVA 

(Continued from page 25) 

i/ig Hulova time signals as their first 
national advertising. Many a station 
met its Saturday-night payroll w ith the 
money taken in for Hulova time sig- 
nals, and later, when rate cards hegan 
to make their appearance, used the 
figures that Hulova was paying as the 
hasis for figuring out charges for spots 
and hreaks. The people who bought 
lime for HuloVa John liallard. Iteggie 
Sch.ml.el I now the Radio Director of 
the Duane Jones \gene\ I. and others 
had a close-up \icw of radio in 
the late l')20's that no other client 
or agency could touch. They dis- 
covered that the personal contact with 
station managers gave them a hasis 
for sizing up a market and its stations 
that could not be done with research 



. traveling timehu 



-rs drov 



a1V 2 
BILLION 

DOLLAR MARKET 

spread over two states 



Take our BMB Audience Cover- 
age Map, match it with the 
| latest Sales Management "buying 

that KWFT reaches a billion and 



KWFT 



THE TEXAS-OKLAHOMA STATION 

Wichita Falll— 5.000 Wattl— 620 KC — CBS 
Represented by Paul H. Raymer 
Co., and KWFT, 801 Tower 
Petroleum Bldg., Dallas 



I and with progra 
Hulova hegan to 



V Co p' ( 



hard bargains in the carh days. Busi- 
ncss in radio was scaree. and a dollar 
looked a lot bigger than it docs today. 
More often than not. Bulova bought 
itself "package deals" in radio, where 
several strips of time signals were 
combined into an over-all discount on 
a station that often ran heavily in 
Hulova's favor. After taking the 
gauge of the market potential for 
Hulova watches in a city, and after 
taking a shrewd look at the station 
or stations in the city. Hulova's time- 
buyers would make a flat, often take- 
it-or-leave-it offer. Then, like Yankee 
horse-traders, they would fence until 
a figure was reached that was agree- 
able to both. Often, too, Hulova would 
sign up "exclusive rights'" to time- 
signal packages on key stations. 

In the years between' 1927 and 1929. 
radio began to grow out of its knce- 
pants. Networks came into existence, 
and Hulova had an answer for that, 
too. With networks came programs. 

[line audiences, 
to buy its time signals 
f carefully, spotting them next to shows 
that were getting heavy mail. Hulova 
was often running out in front of the 
formation of a network like CHS or 
' XHC liulova kept its pipelines into 
network headquarters as hot as possi- 
ble, and often time signals were 
bought on a station at times the sta- 
tion manager thought were ridiculous 
— until he found Hulova had snapped 
up all the choice time spots next to 
his best network shows when he be- 
came a network affiliate a few months 
later. Hate cards, too, were coming 
in. Again, Hulova had the answer. 
1 The Hulova contract forms stated that 
any increases in the Hulova rate fig- 
ures would have to he in the same 
proportion to increases in hourly rales 
existing; at the time of the original 
' l>ulova purchase. In other words, if 
1 a station presented Hulova with a 
, sizable rate increase as circulation fig- 
ures began to soar. Hulova would have 
the agency check immediately to see 
if it was proportionate to the hourly 
rate. If it was 'way over. Hulova 
then figured out what the rale should 
be, and told the station how mn< h 
il could expert. 

'I ho ropy formula that Hulova was 
using was woikcd out to a fine art. 
, and is still ill essence the same a> that 
! used today. The time signals wen- 
done on a live basis, because e.t.'s were 
too expensive ami not flexible enough 
to fil the wide range of markets and 
time spots thai were being used. The 



fll FJ 1 I I T / THE Cfy£l/ STATU 
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actual air copy was kq>t to its most 
simple terms, concentrating on short, 
punchy "sell" copy with a minimum 
of sihilants that any announcer could 
handle. The name was spelled out 
every time, hecause it added a terrific 
impact to the actual firm name on 
the air, and made it something that 
was remembered. Bulova found that 
"crowding" as much copy as possible 
into its time signals only weakened 
the over-all effect. They were sim- 
ple. They were frequent. They sold 
watches. 

Then came 1929. the market crash, 
and the resultant financial crisis. 
Bulova, caught out on a limb, can- 
celled (for the first and last time) 
every single time contract in the house. 
The agency nearly went crazy. Game 
the end of the first panic. Bulova 
licked its financial wounds for a few 
weeks, took a deep breath, and started 
in from scratch to buy back as much 
of its time-signal franchises as it could. 

With the depression starting. Bulova 
knew it was taking a gamble. But the 
radio advertising done by the firm — 
then amounting to about S50,000 a 
year— had been producing tangible 
sales results, and nobody at Bulova 
wanted to lose out on the carefully- 
built time franchises. It was a heart- 
breaking task to cover the same 
ground again in 1929, buying back 
what Bulova had relinquished, hut it 
was done. In some cases Bulova had 
to pa) more, in some less, and in most 
instances about the same amount of 
money for its time signals. Fortu- 
nately for Bulova at that time, busi- 
ness was off in local radio, and most 
stations were glad to get the business 

Despite the depression, radio was 
growing up, and Bidova continued to 
grow along with it. Station reps came 
into being, and timebuying became 
less a personal thing and more an 
exact science-, although Bulova men 
never stopped dropping in on stations. 
One of them. Ed l'etry, saw an oppor- 
tunity in the new field of station rep- 
resentation, and traveled around the 
country with Bulova contracts in one 
pocket and station rep contracts for 
Pett) in the other. Many a l'etry 
station today was signed up during 
this period, and still carries Bulova 
time signals (renewed annually'). 

By 1934, Bulova was placing its 
time signals in every major radio mar- 
ket in the country. The depression 
had hit the watch industry right in 
the teeth, hut Bulova, unlike other 



watch firms, did not make cutbacks 
in the advertising budget to balance 
the hooks. The two leading domestic 
firms that year, Elgin and Hamilton, 
managed to squeeze out a net income 
of $736,000 and S289.000, respec- 
tively. Waltham ran slightly in the 
red. Longines-Wittnauei's showed a 
$50,000 deficit, and Omen was $277,- 
000 on the debit side of the ledger. 
Bulova led the field backwards. 
Bulova's 19.'M net income was a deficit 
of $311,100. It took a lot of courage to 
continue advertising in the face of a 
financial situation like that. 



Actually, the general lack of ad- 
vertising by watch firms in radio dur- 
ing the early 1930's made Bulova's 
radio position even stronger. When 
choice time signals opened up in ke\ 
markets Bulova snapped them up. 
Bulova began to discover a workable 
method of keying short air copy to 
various products in a wide line, and 
put it to good use. Nearly ever) 
Bidova model was gi\en a name (i.e., 
"Miss America,"' "President,'' etc., 
etc.). and the names were plugged in 
the air copy in just a few words. The 
results could he traced, market b) 



WSBT 

-and only WSBT 
— commands the 
South Bend audience! 



Sure, people run hear other stations in South 
lien.I — but they listen to WSBT. This station 
has won its audience through more than 27 
years of personalized service to this market. 
It gives listeners what they want when ihey 
want ii. Tins is why the ewr-prowiiip W SHT 
audience rem r year, 1 lonper 

after Hooper. No other station even comes 
close in Share of Audience. 



SOUTH BEND 



H RAYMER COMPANY 



TIONAL REPRESENTATIVE 
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market, in jewelers' orders. The meth- 
od of keyed eopy also worked well 
in pushing a particular model in a 
particular priee range (Bulova still 
does the hulk of its selling in the 
S35-S50 class, although .some faney 
Bulovas can he had for $2,500 1 and 
in levelling of a dealer's stocks. It 
worked to perfection for the credit 
jewelers, who rose on the "dollar- 
down-and-a-dollar-a-week'" days of de- 
piession to he a sizable portion of the 
jewelry husiness. 

The Bulova time signals, as they are 
today , were not slanted at any par- 
ticular audience. All Bulova uses as 
it> criterion in buying a particular 
time spot, once the figure that Bulova 
intends to sjxmk] in a market has been 
established (gencrallv, if 1% of 
Bulova s market potential is in a city. 
VI of the broadcast budget goes into 
selective broadcasting in that city, and 
so forth I, is whether or not there is 
an audience at that particular time. 
Bulova feels that in the long run all 
the clifTerent audience compositions 
balance out into the male vs. female 
buying influences that sell inen"s and 
women's watches. Nearly twice as 




many w atches ( both men's and wo- 
men's) are bought by men as are 
bought by women, and the same ratio 
hold» true for deciding on the make 
of watch. Also, the best watch-selling 
months are April through June, and 
Oetolier through Dccenil>er. since the 
major gift seasons (graduations, wed- 
dings. Christmas I land in these months. 
Bulova feels that it« radio and TV 
time signals, on the whole, reach peo- 
ple who buy watches at the time they 
are most likely to think about buying 
them, and does not get too involved in 
splitting hair? on audience composi- 
tion. Bulovas feeling is that the key 
time-signal franchises now held by the 
watch firm give them more penetra- 
tion into the watch-buying market 
than any other media form. This was 
tine in the late 193()'s. and it is still 
true todav. 

By 1937. Bulova was in good shape. 
No longer was the firm in the red. 
The net income figures showed S2.- 
643.000 in the till, and Bulova was 
leaving many of its competitors be- 
hind. The year 1937 also saw an 
interesting refinement in the Bulova 
teehni<|iie the "revolving contract.'" 
Bulova and the Biow agency had been 
plagued for years with a feverish spurt 
of activity around December. Bulova 
was busy enough with Christmas 
jewelry orders without having to 
worry about the long list of radio con- 
tacts that came up for renewal dur- 
ing the same period. Also, there was 
the problem of rate increases that 
had to be gone over carefully, and 
the endless meetings as budget figures 
had to be readjusted. At the NAB 
convention in Chicago in 1037, Keggie 
S.hcubH (then with Biow) thought 
she saw a way out. She worked out a 
radio station contract which, in its 
essence, was a sel f-pcrjicluating deal 
between Biow and the station on be- 
half of Bulova. and one in which the 
contract was renewed automatically 
each month for 13 more months, with 
rate increases granted only after 13 
months from the time of station noti- 
fication. This lightened the load on 
client and agency, and cut out a lot 
of last-minute increases during De- 
cember, spreading the renewal dates 
out over the entire 13 months. For 
years. Bulova and Biow kept the con- 
tract terms under heavy wraps, and 
had themselves a quiet chuckle when 
Dnnecr-Filzgerald-Samplc proudly an- 
nounced, in 1912. a "new-type'' con- 
tract that was almost the same thing. 

On the eve of World War II in 



1939. Bulova began to think seriously 
about a new frontier in broadcast ad- 
vertising—television. The Biow Agen- 
cy was actually at the stage where it 
was working out designs for a clock 
face with NBC that could be used in 
televising time signals. A few other 
Bulova wrinkles bad been tried out 
just prior to 1939 and then discarded, 
such as e.t. instead of live spots (which 
didn't work out) and weather signals 
to supplement the time signals (too 
much trouble to work with, and le.=s 
effective than time signals as service- 
type advertising). Television looked 
like the best liet by far as a new vari- 
ation in the formula, but the war 
stopped further Bulowi plans. 

When America entered the war, 
American watch firms started making 
timing devices, chronometers, and so 
forth for the armed forces. Bulova 
likewise turned its efforts to making 
war products. The war years saw a 



dro, 



tising of 



firms, but Bulova. remembering the 
1929 problem of buying back all the 
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time it had cancelled and regaining 
its industry position, decided to keep 
all its advertising going, in order to 
keep the name alive and to build a 
post-war consumer demand, it was a 
wise choice. During the war, the 
Swiss watch imports jumped from 
being about half of the retail busi- 
ness in jewelled watches before the 
war. to nearly two-thirds of the mar- 
ket in 1913, and by 191-5 to a general 
monopoly of the American market. 
Brand names for Swiss watches were 
firmly entrenched when the war was 
over, and many American firms found 
the going extremely rough when peace 
came. Bulova, which had continued 
it radio advertising, and had actually 
started T\ advertising in the hitler 
part of 1914 on WM1T. New York, 
was in a much better position. Since 
that time, it has continued in it- num- 
ber one spot in the watch industry, 
and is steadily increasing its lead on 
the field. 

Today, Bulova is maintaining its 
dominate position in selective broad- 
casting in radio. There are just a 
handful of stations still on the "pack- 
age" basis, and in key cities this has 
disappeared entirely, with Bulova pay- 
ing the card rates. Frequencies run 
from a total of one time signal per 
night on all stations in the smaller 
markets, two or three a night in nie- 
diuni-size markets, four or five a night 
in markets like Kansas City and St. 
Louis, and up to a total of 10-15 a 
night on all stations in the top ten 
markets in the country. 

The formula of buying good time- 
signal franchises, and then hanging on 
to them, is being carried over into 
TV with a few new changes. While 
the majority of the radio time signals 
are station-break length, those in TV 
range from 10 seconds up to 20 sec- 
onds and minute spots, liulova feels 
that its TV money, now being spent 
in all TV markets, is an investment in 
the future. To match this long-range 
thinking, Bulova and Biovv have come 
up with a new angle, peculiarly and 
specifically TV in nature. The liulova 
10-sccond spots (at l/{ <>' die break 
rate) are fitted in slots where no- 
body thought that a lime signal would 
fit, by a simple device. Biovv makes 
up a TV clock face, superimposed on 
either the station call letters or on a 
picture of some familiar local scene 
(the New York skyline, Washington 
Monument, Detroit's Penobscot Tower, 
etc.). The picture is reduced to the 
size of a baloplicon slide, a small elcc- 



liic clock is added, and the station can 
comply with KCC regulations requiring 
hourly identification by call letters, 
and yet do a short, punchy selling job 
for Bulova at the same lime. Other- 
wise, Bulova's T\ selling minors the 
policies of radio selling as to copy, 
theme, and timehuying. Ilulova's TV 
expenditures for the current year are 
in the top bracket of TV non-network 
s|>cnding, ami may go over the S>5()0,- 
000 mark. 

ll is hard lo talk about results for 
Bulova from its broadcast advertising 
efforts. After more than 20 years with 



virtually the same type of advertising 
vehicle (except for improvement*) . 
the results are somewhat taken for 
granted by Bulova. the agency, and 
the jewelers who sell Bulova watches. 
It is perhaps sufficient to say that 
whenever Bulova lets go of a lime- 
signal franchise, there are a dozen 
lakers, among them oilier watch firms 
who have enviously or admiringly 
watched Uulova's rise from the ncar- 
liottom to the top of the list in the 
watch industry. Bulova lime signals 
are virtually the ''model operation" in 
selective air selling. « * « 
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Mr. Sponsor: A Summer Question 

Arc you hibernating this summer? 

Have }ou succumbed to the spell of 
tlie summer hiatus? 

Nave von decided to stop advertising 
and selling? Will you wait for good 
old October to excite your prospects 
into a liming mood again? 

As si'ovsou sees it. the summer 

advertising is largeh a case of mass 
hypnosis. 

'I lie hypnosis began years ago. 
Sponsors and agencies became its vic- 
tims in droves. Today the ''don't ad- 
vertise in the summer-time" philosophy 
is at i eptcd as a matter of course. 

si'oNMiii has reason to believe that 
the hot months arc profitable months 
to use the air. 

There arc hard facts to prove this 



contention. Facts based upon research. 
Facts based upon results. Facts based 
upon what advertisers, networks, and 
stations are doing lo prove, the falsity 
of the summer bimaboo. 

si'ovsou is digging, checking, ask- 
ing, researching to get these facts. So 
important is the subject that our find- 
ings will occupy a full issue. 

We recommend that sponsors, agen- 
cies, and others interested in truth on 
summer air advertising take special 
note of sponsor's 9 May issue. 

It's called Summer Selling issue. 

Broadcasting is Five Mediums 

Broadcasting is no longer a single 
advertising medium. It's an oral home 
medium. It's a transit advertising 
medium through FM. It's a point-of- 
sale advertising medium through FM 
and slorccasting. Within the next five 
years, it will also be a printed medium 
(FAX), with radio's newspapers being 
delivered electronically into the home. 

Added to these four is television, the 
fifth facet of electronically transmitted 
advertising. It's not possible to judge 
broadcast advertising on a single- 
dimension basis. Kadi of its five- 
pronged facets is completely different 
in employment and in results. Store- 
casting is as different from home broad- 
casting as television is from transit- 
radio. Facli must employ a specialized 
creative approach. 

Costs vary, impact is different, in 
each broadcast advertising medium. 
Let's slop thinking in terms of one 
broadcast medium. 



The NAB and Advertising 

The National Association of Broad- 
casters has little direct contact with 
agencies and advertisers, except at con- 
ventions or through the Broadcast 
Measurement Bureau. Nevertheless, 
broadcasting and advertising are en- 
twined in the 1". S. 

The N AB exists because of what ad- 
vcitising has made possible, the 
American form of broadcasting — the 
world's besl entertainment, paid for by 
advertising and not by tax per listener. 
Therefore, the NAB can't afford to 
ignore advertising. In the past the 
NAB. wracked with many problems, 
has done little to promote broadcast 

A reorganization of the NAB is 
being considered by a special commit- 
tee. Many members feel the emphasis 
of the Association should be 50^ on 
policy and governmental mailers and 
S() f f on broadcast advertising. In 
order to clarify industry thinking on 
the future of the. N'AB and its func- 
tions. si'ONsou has gone to advertis- 
ing and agency executives the men 
and women who bin time and produce 
broadcast advertising. We've asked 
what they think of the NAB. but more 
important, we've asked lliein what the 
Y\li can ilo for broadcast advertising. 

Vo association ean exist in vacuum. 

Sponsor feels that it has evolved a 
trade paper technique and service in 
ils annual appraisal of what the NAB 
has clour and can do. The 19W stu.lv 
will be published 11 April. 



Applause 



BMB Weathers a Storm 

I or the first time since the Broad- 
cast Measurement Bureau was con- 
ceived al a National Association of 
Broadcast in}; convention in Chicago, 
then- has been real evidence thai tri- 
partite can mean something more than 
a word in its operation. Il took a 
criMs fscc page 2<". I to force the 

thev felt about 'the industry in illa- 
tion measurement organization. 

When it became apparent that $100.- 
000 had lo be guaranteed, the Ameri- 
can Association of \ <l v c r I i s i n g 
\gcneics came forth with a guarantee 



of up to $15,000. General Mills, 
through Bovviy Giles, indicated ils 
willingness to supply up lo §2,000. Mr. 
("riles was talking for man) national 
advertisers when he staled that if sta- 
tions didn't guarantee t lie S 100.000 
that was needed, the BMB should call 
upon sponsors. More than one hail 
indicated that they would be willing to 
join with Ceueral Mills in under- 
writing the necessary amount. 

The second snrvcv will be made. 
The future of BUI! is in the bands of 
a s |M ., ial committee. The expenses of 
the survey organization have been cut 
so that no station manager need feel 
he is paying an executive of "bis" 



(overage survey organization more 
than he is himself making. 

I'ersonalilv conflicts have been re- 
moved. The staff of BMB is now 
skeletonized anil made up of workers. 

To all involved iij the savings oper- 
ation, sponsor tenders applause. Some 
of the Board of Directors' meet- 
ings have run continuously for eight 
or more hours. This meant that each 
member of the Board was away from 
his or her fulllinic job for long periods. 
The BMB second survey did not sur- 
vive without sacrifice on the part of 
many people. The result may not 
please all. may olfend some. Bui it's a 
worthwhile step in a young industry. 
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A smash hit last year, with more firsts than 
ever before in the history of Cleveland 
radio, Cleveland's Chief Station is ready 
for another top-notch performance in 
'49. For advertisers who wish to reach 

nnA «pll \Ue> rtrerii Ohir» mnrtpf \A/ l\A/ 



4~— rr^m 24.3 7 - 9 



25 -M 23 is 3 W' 

\ 17.3 



J 
10.5 
13.2 

3.9 
9.5 



0.2 
3.8 



Bill O'NEIl, titudtnl 




WJW 



BASIC 

ABC Network 

REPRESENTED NATIONALLY 



CLEVELAND 



850 KC 

5000 Watts 

Y HEADLEY-REED COMPANY 



